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SUBSIDIARY PHELPS OOOGE CORPORATION 


Pittsburgh, Pa. 













Fuse Chart—FREE 


A handy guide to se- 
lection of proper size 
fuses at a glance, for 
the adequate protection 
of motors. Ask for Fuse 
Chart No. 19. 


The secret of Jefferson Super-Lag performance lies in 
the lag plate which is a part of the Super-Lag link. This 


plate delays the normal fuse action, provides a time in- 
terval or lag. This time-lag prevents the fuse from blow- 
ing on harmless temporary overloads—saves needless 
shutdowns and link replacements. 





JEFFERSON Super-Lag Fuses 
Eliminate Needless Motor Shutdowns 


Part of every factory is STOPPED every week. Some of the lost time 
is unavoidable but too much of it is needless. Increase your fuse sales 
by pointing out this way of reducing shutdowns. 


Jefferson Super-Lag Renewable Fuses provide reliable accurate 
protection—riding over harmless, momentary surges,—operating posi- 
tively on extended, dangerous overloads. There is no better protec- 
tion for electrical equipment and property,—and no better way of 
preventing needless production delays. 


The percentage of needless motor shutdowns and production 
delays decreases radically when Jefferson Super-Lags are used. Made 
in all capacities—knife-blade and ferrule types. 


JEFFERSON ELECTRIC COMPANY 
Bellwood (Suburb of Chicago) Illinois 


JEFFERSON 


Super Fuses 
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SHOW THEM AN ENTRANCE TO BIGGER BUSINESS. . 


The National Housing Act provides hun- 
dreds of millions of dollars for home building 
and remodeling. Just what proportion of this 
sum will be invested in electrical equipment 
depends largely upon concerted action by 
electrical contractors. 

Electrical wholesclers and manufacturers 
can do much to stimulate this activity. Such 
action will increase the desire for the 
modern electrical home with all its conve- 
niences. In most cases that means new wir- 
ing and new switches of adequate capacity 


and modern design. The money is available 
and the door is wide open for an effective 
merchandising campaign. 

Square D has published an attractive 
booklet entitled “The Other Entrance to Your 
Home.” It will interest the home owner or 
home builder. Square D has invited the con- 
tractors to obtain a supply of these booklets 
from their wholesaler. You can get your 
supply through the nearest Square D district 
sales office or by writing to the Square D 
Company, 6060 Rivard Street, Detroit. 
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ESPITE rumors that NRA is about to 
collapse and that all codes will soon be 
discarded, experienced political and 

economic observers agree that reorganiza- 
tion of NRA will be effected within the next 
few months and that permanent legislation 
will be passed by the next congress. 


This new era of codes marks the passing 
of the period of rugged individualism. Prior 
to the passage of the Recovery Act every 
business concern carried the ball for itself. 
Now, whether it likes it or not, it finds itself 
a member of the industry’s team. The man 
to carry the ball is the one, who at the mo- 
ment can do the most good for the team as 
a whole. This means that, under the code, 
individual ambition and personal prejudices 
must be put aside wherever, they conflict 
with the welfare of the industry. 


Developments of the past few weeks indi- 
cate how necessary it is that every individual 
and every group in the electrical industry 
approach the problems incident to code ad- 
ministration with the team spirit, with a 
willingness to give and take. 


There has been some criticism that the 
electrical wholesaling code was “railroaded” 
through NRA and that the trade had no op- 
portunity to study its provisions before it 
became effective. As a matter of fact, the 
Code Committee of NRA was given power 
to act for the industry at the Buffalo Con- 
vention last year and again at a meeting of 
the executive committee at Atlantic City in 
May. Its job was to get the best code that 
it could in as short a time as possible. It was 
obviously impractical to secure an opinion 


The Team Spirit 


from the trade every time the preliminary 
draft of the code was changed by NRA. The 
Code Committe was chosen to carry the ball 
for the industry, and it conscientiously car- 
ried out this most difficult assignment. 


Some dissatisfaction over the membership 
of the Code Authority has been evident in a 
few areas. A desire has been expressed to 
delay the important task of code administra- 
tion and to first seek a revision to the code 
providing for a larger Code Authority repre- 
senting specific geographical areas. Fortu- 
nately, the team spirit has prevailed. The 
Code Authority was selected in accordance 
with the provisions of the Code, it was 
chosen by the majority of the trade to carry 
the ball and it has already started to work. 
Just as the individual choice of every pre- 
cinct cannot expect to be elected to Congress, 
neither can every trading area or every local 
wholesaler group expect to have its favorite 
candidate elected to the Code Authority. 


HE Code Authority, as now constituted, 

is capable and representative. It has 
started to function and should continue to 
do so. If the trade decides, at its Detroit 
meeting, that representation should be ac- 
corded to additional geographical areas, the 
Code can be amended and the new members 
duly elected. In the meantime, the impor- 


tant work of code administration should not 
be delayed. 
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THERE’S A READY MARKET FOR 
THIS NEW PORTABLE LAMP! 


5 new Study and Reading Lamp 
should find an immediate market in 
500,000 homes! Each lamp installed 
means an estimated annual revenue of 
$3.00...at average rates and including 
replaced wattage. 

Designed by the Illuminating Engi- 
neering Society to give adequate read- 
ing light without eyestrain, this lamp 
fills an urgent need in every home 
where there are children. Can be used 
in offices, too...one office bought 80! 
It is made by a number of manufac- 
turers in attractive low-cost designs. 
Each genuine Study and Reading lamp 
carries a special I. E. S. approval tag. 
Many lighting companies are center- 
ing their entire fall drive on this lamp! 


WHY YOUR LIGHTING DIRECTOR SHOULD PROMOTE SALES 


Backed by Better Light-Better Sight advertising, the Study 
and Reading lamp, as well as the other new lamps illustrated 


Estimates show tmmedtate 
need for 500,000 new 
STUDY AND READING LAMPS 
















The New Study and Read- 
me ing lamp is high enough to 
spread light over the whole 
desk... it gives 30 footcan- 
dles under the lamp. There 
| ts no glare, either direct or 
reflected, and there's plenty 
of upward light for the rest 
of the room. 


below, will be in demand because they 
fill a definite need. They are especially 
important to you because of their added 
load-building possibilities. That’s why 
it is so important for your lighting di- 
rector to see that every retailer stocks 
them...publicize them in every possible 
way... and to key your promotion to 
take full advantage of the barrage of 


Better Light-Better Sight advertising. Write to your source 
of MAZDA lamp supply for any additional information. 
General Electric Company, Nela Park, Cleveland, Ohio. 


GENERAL @ ELECTRIC 


STUDY & READING LAMP INDIRECT... Indirect and semi-indirect 


...comes in desk and floor mod- portable lamps have an estimated ready 
els. Both are designed to burn a market of 600,000. Each should burn a 
100-watt MAZDA lamp ora 150- total of 300 to 480 watts. Many attractive 


watt MAZDA daylight lamp. new models. 





THESE NEW PORTABLES TIE IN WITH BETTER LIGHT—BETTER SIGHT PROGRAM 





WALL PORTABLE... Wall 
portable lamps have an immedi- 
ate estimated market of 1,000,000. 
In direct and indirect models. In- 
expensive and attractive. 





SOCKET EXTENSION... PLANT...A ready market 
There’s an estimated market for plant lamps, floor and 
for 450,000 socket extension wall models, has been esti- 
units. Many varieties for mated at about 150,000.Com- 
many purposes. bine plant-culture & reading. 
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Detroit Convention to Discuss 


Codes, Costs and 


NEWA sessions at Book-Cadillac Hotel October 15 to 
17 to be preceded by meetings of National Council of 
Electrical Wholesaler Associations on October |2 and 13 


NEWA will set a new attendance record. Wholesalers 

from all sections of the country are planning to come 
to Detroit and to secure, at first hand, information on the 
new electrical wholesaling code and the methods to be 
adopted for its administration. 

A meeting of the National Council of Electrical Whole- 
saler Associations has been called for October 12 and 13 
to discuss a proposed amendment to the electrical whole- 
saling code. This amendment would increase the mem- 
bership of the Divisional Code Authority from 11 to 13 
members, one to be elected from each of 10 specified 
geographical areas and three to be members at large, 
including one member of NEWA, one member of the 
National Council and one member not affiliated with either 
organization. A joint meeting of the National Council 
and the Executive Committee of NEWA has been sched- 
uled for Sunday, October 14. The convention itself will 
open on Monday morning with simultaneous meetings of 
the following commodity committees of NEWA: appa- 
ratus, armored conductor, conduit, conduit fittings and 
outlet boxes, fan motors, flashlights and batteries, heating 
and motor driven devices, industrial and commercial light- 
ing, inside construction materials, lamps, pole line hard- 
ware, radio and tubes, refrigeration, ventilating and air 
conditioning equipment, wires and cable, miscellaneous 
resale merchandise and finance. 

These committees, it is understood, plan to discuss the 
adequacy of profit margins afforded by present manufac- 


Frew present indications, this year’s convention of 


Sales 


turers’ resales, also wholesaler operating costs on 
each commodity line. On Monday afternoon the 
committee meetings will be continued and, in some 
cases, will be open to manufacturers. 

Tuesday will be given over to general meetings. 
The program committee is planning to secure speakers 
closely identified with the Better Light-Better Sight 
program, National Housing Act, Electrical Manufactur- 
ing Code, Electrical Credit Association, and other impor- 
tant activities. 

An evening session is planned for Tuesday to be en- 
tirely devoted to a discussion of the electrical wholesal- 
ing code. 

The various commodity committees will render their 
reports to the membership on Wednesday morning and 
elections to fill expiring terms of members of the Execu- 
tive Committee will take place on Wednesday afternoon. 

All attending the convention should request a certificate 
when purchasing their railroad transportation to Detroit. 
When validated at the convention, this certificate permits 
purchasing return transportation at a substantial saving. 

Coupon attendance books have been sent to all regular 
members of NEWA. It is essential that these books be 
taken to Detroit and that the coupons be deposited at each 
session. The attendance fees to which all regular members 
are entitled are paid only according to the coupons depos- 
ited at the door when entering or leaving each session. 

Because of the unusually full program, no entertain- 
ment features have been scheduled on the program. The 
convention this year is to be “Strictly Business,” and 
Managing Director Tolles suggests that each and every 
electrical wholesaler ask himself this question: “Can I 
allow anything to interfere with my attendance at this 
meeting of my Association ?” 


































The Divisional Code Authority 


for the 


Electrical Wholesaling Trade 


(as officially approved by NRA) 


oFeSoRe ECO ACR RY ee 2 


Members of NEWA 


J. L. BucHANaAn, president, General Electric Supply Corp., 
Bridgeport 


B. W. Crark, general manager, Westinghouse Electric Sup- 
ply Co., New York City 


G. E. CuLiiInan, vice-president, Graybar Electric Co., 
New York City 


G. E. Culli ; Cc. C. Davis 
New agg *, R. EIseEMAN, secretary-treasurer, Revere Electric Co., Philadelphia 


Chicago 





wee 
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N. W. GRAHAM, president, Graham-Reynolds Electric Co., 
Los Angeles 


— 


.. L. Hrrscu, president, Electrical Supply Co., 
New Orleans 


H. O. SmiruH, manager electrical department, Hardware & 
Supply Co., Akron 





E. Donatp TOLLES, managing director, National Electrical 
Wholesalers Association, New York City 


H. A. Esler 
Kansas City 


Non-members of NEWA 
C. C. Davis, owner, C. C. Davis Electric Co., 
Philadelphia 


H. A. Ester, president, Missouri Valley Electric Co., 
Kansas City 





J. C. McNamara, president, Smith-Perry Electric Co., 
Dallas 


J. L. Buchanan J. C. McNamara 
Bridgeport Dallas 








H. O. Smith N. W. Graham L. L. Hirsch E. Donald Tolles F. R. Eiseman 
Akron Los Angeles New Orleans New York Chicago 
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Cullinan Selected as Chairman 


of New Code Authority 


By-laws and budget approved at organization meeting held in 
New York September 27 and 28. Slate adopted for personnel of 
local Code Commissions. Holiday datings voted permissible 


HE first meeting of the Divisional Code Authority 
Te the electrical wholesaling trade was held in New 
York City on September 27 and 28. 

The organization of the Code Authority was completed 
with the election of George E. Cullinan, vice-president in 
charge of sales, Graybar Electric Co., New York City, 
as chairman. C. C. Davis, Davis Electric Co., Philadel- 
phia, was selected as vice-chairman. 

Other officers elected were E. Don- 


minimum assessment against each house in the trade of 
$25, payable $6.25 quarterly. Houses which had over 
$50,000 of sales in 1933 will pay 1/40 of one per cent on 
sales in excess of $50,000. 

Tentative budget to partially finance the cost of local 
administration by Code Commissions was approved and 
has been submitted to Washington for approval. This 
sets up quotas allocated to the 41 
districts, and varies according to 











ald Tolles, executive secretary and 
treasurer; Alfred Byers, assistant 
treasurer; J. C. Messer, assistant 


Executive Committee 


the volume of business in each dis- 
trict. These quotas range from $125 
to $3,850. It will remain for the 


secretary. be ig Code Commission in each district 
An Executive Committee of five | EN. & “alan to decide whether assessments to 
was elected consisting of the chair- | HO phir cover these quotas shall be made. 


man, vice-chairman, and secretary 
of the Code Authority, also F. N. | 
Eiseman, Revere Electric Co., Chi- 
cago, and H. O. Smith, Hardware 


E. Donald Tolles 


Trade Practice Committee 
J. L. Buchanan 


The Code Authority made an ex- 
ception to the rule regarding cash 
discount on the 10th prox. by per- 
mitting discount at a later period 


& Supply Co., Akron. Breed, Ab- | H. A. Esler on Holiday goods if such dating is 
bott & Morgan was retained as N. W. Graham offered to the wholesaler by the 
aos covering the procedure Trade Practice Complaints i ch oe eee 
of the Code Authority were Committee discount period ends on the 10th 
adopted and are being sent to “ 1 at prox. following shipment. 


Washington for approval. When 
approved, they will be made avail- 
able to all members of the trade. 


| 
| E. Donald Tolles 


Research and Planning 


Lamps were held to be the only 
electrical product which may be 
consigned under the Code, with the 


Other committees elected at this | Committee exception of radio tubes which are 
meeting included the Trade Prac- CC. Bavic subject to the provisions of the 
tice Committee, Trade Practice | IC. MelGaeen radio code. 

Complaints Committee, Research | H. O. Smith E. Donald Tolles was selected to 
and Planning Committee, and Dif- ’ : : represent the electrical wholesaling 
ferentials Committee. | Differentials Committee trade on the General Wholesaling 

The procedure of the Trade | B. W. Clark | Code Authority. 

Practice Complaints Committee re- . — The Code Authority also pre- 
. L. Hirse 


quires approval at Washington be- 
fore it can be made operative. A 


pared a suggested list of candidates 
for the 41 local Code Commissions 











plan of procedure was approved by 
the Code Authority and has been 
sent to Washington for approval. Under this plan, the 
Code Commissions will have wide authority in the matter 
of complaints, reporting only to the Trade Practice 
Complaints Committee when they are unable to secure 
compliance. 

A budget to cover the cost of administration of the 
Code Authority was approved and has been submitted 
to Washington for approval. The budget approximates 
$50,000, and the method of assessment provides for a 
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which are to be established through- 
out the country. This list com- 
prises about 200 individuals. The membership proposed 
for each local Commission varies from three in territories 
such as Omaha and Spokane to eight in New York, Chi- 
cago and Philadelphia. These suggested names, it is 
understood, will be presented to the electrical wholesaling 
trade in each district to be formally voted upon. 

At the NEWA convention, to be held in Detroit October 
15 to 17, a complete report of this meeting of the Code 
Authority will be given to the trade. 




















This emblem is available without charge 
from the FHA, Washington, D. C. 


Contractors Must 


Te Modernization Program of the Federal 
Housing Administration is off to a good start. While 
everyone in the electrical industry can promote the idea 
of electrical modernization, the wholesaler will benefit 
only to the extent that his contractor customers go out 
and sell individual jobs 


Do the Selling in 


Better Housing Drive 


N September 18th over one thousand contractors, 
C) builders, architects, realtors and bankers attended 

an all-day meeting at the Palmer House, Chi- 
cago, sponsored by the Federal Housing Administration. 
This was the first of a series of similar meetings to be 
held in all principal cities, and the various regional direc- 
tors of FHA were on hand to get the complete story of 
the new modernization program to take back to their 
respective districts. 

Ward M. Canaday, Public Relations Director of the 
Federal Housing Administration, emphasized the im- 
portance of the program as a factor in business recovery. 
He cited the fact that England had made far greater 
progress toward recovery than had this country and gave 
entire credit to their housing program. This year Eng- 
land, with only 40 million population, is building 300,000 
new houses while the United States, with its population 
of 145 million, probably will not build more than 50,000 
new dwellings in 1934. The British program for 1935 
calls for the erection of one million new homes. Just as 
the revival in home building marked the turn in British 
business, so should the program of the FHA result in 
marked improvement in business conditions in this coun- 
try, according to Mr. Canaday. 

While the Administration program for new construc- 
tion will not get under way for several months, the Fed- 
eral drive for the modernization of existing buildings has 
already started. Of the 29 million buildings in the United 
States, 16 million are in need of repairs or modernization. 
Three million of these are not worth repairing. This 
leaves an immediate repair and modernization market of 
13 million existing building structures. If an expendi- 
ture of only $100 per building is assumed, this means 
that new business for the building trades amounts to well 
in excess of one billion dollars. Under the Government’s 


credit plan, this business becomes immediately available, 
provided the building trades will get out and sell. 

This modernization program is one New Deal activity 
which, instead of putting the Government into business, 
is designed to put profit into business. Aside from the 
promotion of the program, the Government’s participa- 
tion is limited to insuring banks and other lending institu- 
tions up to 20 per cent of their total loans. Over six 
thousand financial institutions, with combined assets of 
over 30 billions, have already applied for this insurance. 
(A complete list of these institutions is available from 
the Federal Housing Administration, Washington, D. C.) 
As the previous high rate of losses for this type of loan 
is only seven per cent, the 20 per cent margin provided 
by the Government should afford complete safety to the 
lending institutions. 

The experience of these institutions, to date, indicates 
that many loans will actually be consummated on either 
a cash or short term basis and that perhaps only one out 
of six will actually be handled under the long term Gov- 
ernment plan. While it was feared at the outset that 
the banks would be only lukewarm in their support of 
the program, it now appears that they are not only will- 
ing but anxious to make loans for repairs and moderniza- 
tion. If this is so, the Federal Housing Act may result 
—where other Administration measures have failed—in 
breaking the credit jam which has existed since the bank 
moratorium and which has been the greatest single factor 
in retarding business recovery. 


W ILL the campaign succeed? Despite the pessimism 
with which the first announcement was received by 
many business men, it appears now that the various inter- 
ests which stand to gain are behind the drive. More than 
1200 local drives are already under way. On September 7 
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one prominent New York daily published a special sec- 
tion on housing. Within the next four weeks over 1,000 
newspapers had either started or had made plans to start 
similar better housing sections and a clearing house for 
editorial material had been set up within the FHA. In 
New York City a Rehabilitation and Modernization As- 
sociation is already at work coordinating the activities of 
architects, building contractors, carpenters, masons, 
plumbers, electricians and other trades. 

At the Chicago meeting a talking picture was shown. 
This picture has been prepared by the FHA and will be 
used in connection with all local drives. Available, 
together with experienced operators, from Western Union 
offices, it is directed to the contractor and architect. 
Specific modernization jobs 
are shown and all of the 


campaign depends upon the extent to which the electrical 
contractor gets out and sells. 

This fact is now being forcefully impressed upon the 
electrical contractors of the country. The October num- 
ber of Electrical Contracting is devoted exclusively to 
the National Housing Act and the sales opportunity which 
it affords the individual electrical contractor in the resi- 
dential, commercial and industrial fields. This magazine 
is now in the hands of the large majority of the active 
electrical contractors of the country. In addition, the 
publisher has sent copies to the various local chairmen of 
the National Housing Administration. 

Several bulletins have also been sent to electrical con- 
tractors by the Construction Material Division of the 
General Electric Co. The 
first of these emphasizes 








various selling arguments 
are forcibly brought out by 
actual interviews between 
contractors, building own- 
ers and bankers. This film, 
by itself, will provide the 
necessary incentive to get 
many a contractor to go out 


A rehitects, Contractors 
Buding Suh 
and ofher Merchants 


that “You (the electrical 
contractor) must solicit re- 
wiring business from your 
local owners immediately. 
They will have limited 
amounts for repairs and re- 
modeling. If you don’t sell 
them re-wiring at once, then 





and secure for himself re- 
pair and modernization jobs. 

In addition, the FHA is 
distributing a bulletin which 
carries the title, “Architects, 
Contractors, Building Sup- 
ply and other Merchants— 
Your Opportunity, Your 
Responsibility under the 
National Housing Act.” 
This 28-page booklet ex- 


Your Opportunity-Your RESPONSIBILITY under the 


National 
Housing Act 


This bulletin explains how you may cooperate 

with the Better Housing Program sponsored 

by the United States Government with profit 
to yourself and to your country 


loans may be allocated for 
other renovation work.’’ 
Another General Electric 
bulletin emphasizes “The 
Importance of Electric 
Wiring in Renovizing and 
Modernizing Homes.” 
Modernization of homes 
will logically create a de- 
mand for new furnishings 
and appliances other than 





plains very clearly how to 
organize a local campaign, 
how to approach property 
owners, how to secure loans 
under the Government plan, 
and lists the kinds of built- 


FEDERAL HOUSING 


in equipment that may be 





WASHINGTON 


ADMINISTRATION 
D.C. 


those of the built-in type. 
A recent bulletin of the Na- 
tional Retail Dry Goods As- 
sociation, the trade associa- 
tion of the department 
stores, points out that 
“There will be many remod- 
eling loans. Growing fam- 








financed. Definite sugges- 
tions are also offered to the 
architect, contractor and 
building supply dealer for 
following through on the 
program by searching out and selling individual jobs. 

Another bulletin is directed to home owners. This 
contains an illustrated check list to be used by the owner 
in determining where repairs and modernization are 
needed on his own property. Of the 30 illustrations, one 
shows a duplex convenience outlet and another a lighting 
fixture. The other 28 illustrations are non-electrical. 

This clearly indicates that the electrical industry will 
not benefit materially from the modernization program 
unless it does a far better selling job than the lumber 
merchant, paint dealer, roofing contractor, mason, 
plumber, heating contractor, and other divisions of the 
building trades whose labor and equipment are eligible 
for loans. 

Regardless of the kind of job that is sold, whether it be 
roofing, painting or wiring, the actual selling, in most 
cases, must be done by the contractor. Consequently, the 
extent to which the electrical industry benefits from the 
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Equipment approved for insured loans is listed in this 
booklet which is available from Washington 


ilies undoubtedly will take 
advantage of the Housing 
Act to build extra bedrooms 
and other additions such as 
guest rooms, maids’ rooms, recreation rooms, extra bath- 
rooms, and rooms in unfinished top floors. Obviously, 
this type of loan will also directly benefit business by 
stimulating demand for home furnishings, heating and 
electrical appliances.” 

Automobiles, radios and refrigerators have run 
counter to the general business trend and have made 
new sales records during the past two years, due to install- 
ment buying. Is there any reason why the public should 
refrain from doing long-deferred repair and moderniza- 
tion jobs, now that a time payment plan is available 
with interest and carrying charges far below those of the 
established finance conipanies ? 

The entire program appears to be a “natural.” How- 
ever, there is need for close cooperation between electrical 
manufacturers, wholesalers, contractors and dealers if 
the idea of Better Electrical Housing is to be put across 
to the property owners of the country. 
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Discounts Should be Based on 
The List Walue of the Order 


By H. B. TOMPKINS 


Manager Supply Sales 
General Electric Supply Corp. 
Bridgeport, Conn. 


siderable discussion among both electri- 
cal manufacturers and electrical whole- 
salers of the proper basis on which to sell 
wiring devices and the industry has been 
divided into two camps—one favoring re- 
sales on a monetary basis and the other on a unit basis. 

There are two tests which any resale schedule must 
meet if it is to work out satisfactorily in practice. First, 
it must be adhered to by everyone in the industry and 
second, it must be one which can best be justified to the 
customer. 

From the actual experience of our company with both 
types of resales, it is my firm opinion that a monetary 
schedule meets both of these essential tests, while a quan- 
tity schedule does not. 

First of all, the number of individual pieces which a 
manufacturer packs in a carton or a standard package is 
a matter of but small concern to the wholesaler’s customer, 
the electrical contractor. 

When a contractor places an order for wiring devices, 
he purchases an assortment of items to meet his imme- 
diate needs. On a single order there will be standard 
package quantities of some items, carton quantities of 
others and less than carton quantities of still others. If 
the order is subject to a resale schedule based on quan- 
tity, then three separate and distinct discounts will apply 
to the various items on the one order. The customer 
naturally objects to this. He cannot see why on the same 
order, the wholesaler should insist upon taking different 
discounts on different items. Consequently, where an 
order includes at least one unbroken standard package, 
the wholesaler has often followed the line of least resist- 
ance and applied the standard package discount to the 
entire order. This is one reason why we have found a 
wiring device schedule based on quantity to be imprac- 
tical. On the other hand, under a monetary schedule, the 
contractor can always fill out his order with such stand- 
ard items as single pole switches and duplex receptacles, 
in order to bring the total list value up to the amount re- 
quired for the best discount. Thus, a monetary schedule 


Fs some time past there has been con- 
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H. B. Tompkins 





very definitely results in increasing the size 
of the order placed by the contractor, while 
a quantity schedule encourages small or- 
ders, especially when manufacturers have 
reduced standard package quantities to the 
point where, on some items, a full standard 
package represents a list value of only four 
or five dollars. 

The monetary schedule which has been 
proposed as the standard for all wiring de- 
vices except fuses, provides a discount of 50 
per cent to the wholesaler and the following 
three-step resale: less than $15, 20 per cent; $15 to $50, 
30 per cent and $50 and over, 40 per cent. 

Some wholesalers, who are located in large metropoli- 
tan areas, have expressed their opposition to this sched- 
ule. It is their contention that their contractor customers 
will not buy for stock—that they purchase only their ex- 
act requirements for each particular job and will not add 
extra items to bring their order up to a total value of $15 
or $50. In the event that a contractor should consent to 
buying the extra items, these wholesalers claim that he 
would demand a split delivery, part of the order to the 
job and the remainder to his shop. 

Wholesalers in some sections of the west have also op- 
posed this proposed three-step monetary schedule. They 
claim that they must meet the competition of hardware 
wholesalers who will sell only on a two-step quantity basis, 
and also claim that mail order competition is more readily 
met with a quantity schedule. 

From our own operating experience, we are convinced 
that these fears on the part of some electrical wholesalers 
largely represent mental hazards and that the amount of 
business that is actually diverted from electrical to hard- 
ware and mail order channels by a monetary schedule is 
not only extremely small, but comprises the type of cus- 
tomer whose account is least profitable to the electrical 
wholesaler. 

It is generally conceded that, from the standpoint of 
resale schedules, condulets are one of the most satisfac- 
tory lines handled by electrical wholesalers and condulets 
are sold on a strictly monetary basis. Hardware whole- 
salers, who handle this line, are selling it on the same 
basis as their electrical competitiors. Therefore, is there 
any valid reason why hardware wholesalers could not also 
sell wiring devices according to a monetary schedule? 

While, in theory, the quantity meth- (Turn to page 76) 
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Discounts Should be Determined by 
Quantity Rather than List Value 


use by our distributors, and are issued on the basis 

that is intended to show an attractive margin of 
profit, and yet one which permits purchase by the retailer 
at a price that will enable him to sell attractively and make 
a profit. 

The question is what is a fair profit, and what is a fair 
price. The history of our suggested resale sheets indi- 
cates that there never has been any unanimity of opinion 
on these points. After struggling for a number of years 
to issue our resale sheets on a basis that would be satis- 
factory, we finally more or less threw up our hands a year 
ago, and said to the National Electrical Wholesalers As- 
sociation, “You tell us what you want.” 

From this question the present monetary list value and 
discount system emerged. The scheme had not been in 
effect more than a few months before a storm of disap- 
proval arose from many wholesalers of many different 
types in all parts of the country. At the same time it must 
be admitted that another group of wholesalers lauded the 
set-up. Feeling that the system should have a chance, we 
have left it in effect for approximately a year. After a 
careful analysis of our wholesalers’ reactions, and the 
system’s effect on our business, we are convinced that it 
is fundamentally wrong. 

First of all, we believe it is basic that a distributor 
should sell upon the same basis on which he buys—which 
is not, of course, the case at the present time. The next 
chief concern is to see to it that if our distributor follows 
our suggested resale prices, a fair profit ensues. Wiring 
devices are shelf goods requiring a comparatively small 
investment, no servicing or advertising, and showing or- 
dinarily a reasonable turnover. The wholesaler’s price, 
therefore, should be on a profit basis to make the line 
attractive, but at a point where the line will also attract 
volume purchases by the contractor and dealer trade. 
This latter point is one that is frequently overlooked in 
analyzing this subject, but is a most important one. If 
the margins at which we suggest the wholesalers sell a 
staple commodity are so wide that they drive the con- 
suming contractor away from our distributors, to dis- 
tributors of the type who do not follow the suggested 
resale, or to other outlets such as mail order houses and 
chain stores, then it is operating to the detriment of our 
volume and that of our distributors. 

Our analysis of the present set-up leads us definitely 
to believe that this is what is actually happening with the 
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By AN ADVOCATE 


of a standard package, carton and less than 
carton resale schedule 


present suggested resale in effect. Under this set-up our 
wholesalers are making much wider margins of profit 
than they have made in many years. We, of course, are 
strongly in favor of that for the selfish reason that the 
greater the gross profit rate on our line, naturally the more 
attractive it is to our distributors, and thus the more time 
they will spend in merchandising it. However, there is 
no question in our mind, from talking to distributors, 
contractors, and dealers, that there is a distinct tendency 
for some of the desirable purchasers who never before 
have strayed from our fold to buy through channels other 
than those through which we sell, and the definite reason 
is given that our suggested resale drives them to pur- 
chase where they can buy on a more reasonable quantity 
and price basis. 

It must be borne in mind that we are just as interested 
in the medium sized and large orders as our wholesalers, 
but we do know that in the last analysis the vast majority 
of our volume of business comes from the everyday, ordi- 
nary purchases by contractors and dealers from our dis- 
tributors. This routine volume is where we, and a large 
number of our distributors, are losing out to a serious ex- 
tent at the present time. 

It is our desire, therefore, to go to a logical basis upon 
which our distributors will sell in the same manner in 
which they purchase, namely, list less discounts. We are 
recommending 40 per cent discount for standard package 
quantity purchases, 30 per cent for carton quantities, and 
20 per cent for less than carton quantities. Because of 
our carton assortment purchase arrangement, practically 
all of a distributor’s purchases are made at 50 per cent 
from the list. Under this set-up, therefore, the wholesaler 
will make 1624 per cent on volume standard package 
sales, 28.6 per cent on sales in carton quantities, and 37% 
per cent on broken carton sales. Bear in mind that these 
profit rates are based on the selling price—not on cost. 

A careful investigation of many wholesaler’s sales in 
several different sections of the country proves conclu- 
sively that by far the largest proportion of those sales are 
made on the carton quantity basis, netting the wholesaler 
28.6 per cent. In these days particularly, there are very 
few standard package sales from wholesaler’s stocks. We 
believe, therefore, that this set-up, (Continued on page 76) 
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By E. A. HAWKINS 


Assistant general sales manager, Graybar Electric Co., 
New York City, and chairman, Industrial and Commercial 
Lighting Committee, NEWA. 


paign that had as much enthusiastic support, both 

from within and without the industry, as the Better 
Light-Better Sight drive which is now getting under way 
for the second year. The most astounding feature of the 
movement is the universality of its appeal. As the spon- 
sors of the plan and the group destined to benefit the most 
from its success, the electrical industry, of course, is car- 
rying the heaviest part of the burden. But there are plenty 
of outside supporters. The optical industry, paint manu- 
facturers, wall covering manufacturers and many other 
groups are not only giving their moral assistance, but 
they are spending their time and money to help make 
the campaign a real success. 

At every meeting connected with the idea, action seems 
to be the keynote. There are no vague plans and care- 
less promises of cooperation. Everything is worked out 
to a nicety. Everyone has a job to do and they are wast- 
ing no time about doing it. The cooperating groups feel 
the same way about it and they are expressing that feel- 
ing in terms of advertising, publicity and merchandising 
activity. One can’t help but be impressed with the fact 
that this campaign is “going places”. 

The electrical wholesalers of the country intend to “go 
places” with it. As a group, they have always been will- 
ing and ready to cooperate in promotional plans of this 
character and certainly it is to their own best interests to 
put a real effort behind such a campaign as this Better 
Light-Better Sight drive appears to be. 

Situated as they are between the manu- 
facturer and the retailer, the whole- 
salers are in a strategic position. They 
get about among the trade and they know 
what is going on. They are aware of 
opportunities for business. They have 


Tose: has never been, within my memory, a cam- 






Action is the Keynote of 


Light-Better Sight 


The electrical wholesaler can "go places” this fall if he will put 
real effort behind the Better Light-Better Sight Drive, do 
his part in promoting local campaigns and aggressively follow 
through with his own industrial and contractor customers 


Therein lies the wholesaler’s opportunity to promote the 
Better Light-Better Sight campaign. 

Central stations everywhere are planning to do a real 
promotional job on this activity. Many of them are or- 
ganizing crews to go from house to house as well as to 
offices and factories, checking up on lighting and solicit- 
ing the interest of the home owner. This will result in 
a great deal of business. Need for new outlets, new wir- 
ing, new lamps and new bulbs will arise and the dealer 
that is on the job will get this business. It is both an 
opportunity and a responsibility for the wholesaler to 
see that his dealers know about these developments and 
further, that they take full advantage of them. 

Following out this idea to its logical conclusion. the 
wholesaler should take an active part in the formation 
of local Better Light-Better Sight committees. In 
smaller communities, where the central station may find 
it difficult and inconvenient to take care of the organizing 
job, the wholesaler should take this job on himself. In 
this way, he can not only keep abreast of what is going 
on but he can play a major role in shaping policies that 
will help his dealers as well as himself. 

Important as the home field may be in this Better 
Light-Better Sight drive, the industrial and commercial 
lighting business that it stimulates should be equally 
substantial. The mere fact that so many widely different 
groups are taking an active part in the campaign will 
serve to create widespread interest in its objectives. 
Plant engineers, office managers and store owners will 
have less resistance to re-lighting suggestions. 

Certainly, if Better Light-Better Sight is a worthy 
goal for the home, it is even more important in the places 
where people spend a large percentage of their waking 
hours. Store, office and industrial executives will quickly 
come to that conclusion, too, after house- 
to-house canvassing, advertising, book- 
lets on home lighting and other forms 
of promotion have stimulated them to 
take steps towards better lighting in their 
homes. The home campaign will neces- 
sarily develop business in other fields. 

There are, however, two factors which 





an opportunity to know and to analyze 
the general situation. 

The dealer is accustomed to look to 
them for information along these lines. 
If the relationship is what it should be, 
the dealer not only seeks but also respects 
the wholesaler’s advice and suggestions. 
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presage a high degree of success to the 
Better Light-Better Sight campaign 
this year. One is the improvement in 
economic conditions. After years of 
economy and the resultant deterioration 
of equipment (Continued on page 76) 
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ing facts, is now the industry’s new approach to 
bigger sales in the commercial, industrial and 
residential lighting fields. 

Electrical wholesalers, in particular, will want to join 
up with the paint manufacturers, optical men, and others 
who already are cashing in handsomely on this new ap- 
proach to boost the sale of their respective commodities. 
For example, the paint manufacturer is using Science 
of Seeing information as an effective vehicle to sell those 
paints which reflect light well. The optical men are find- 
ing that the new science automatically ushers in new 
patients for eye examinations and fittings for lenses. 
And, of course, the entire electrical industry is fast 
learning that wherever Science of Seeing facts are broad- 
cast, merchants and home owners alike are quick to pay 
the price for new lighting equipment. The “light bill” 
becomes a “sight bill” the moment people grasp the re- 
lationship between light and sight. 

Commercial research in a midwest territory where a 
utility adopted the Science of Seeing technique to sell 
store lighting shows that five men virtually handed the 
local trade $120 per week in the sale of fixtures, switches 
and wire exclusive of bulbs. These results are typical 
of figures obtained from similar researches conducted in 
the east, south, and west. At the rate that utilities are 
training people in this new approach, the average whole- 
saler may soon expect as many as 50 lighting experts 
operating in the territory he serves. Based on the in- 
formation obtained from call-backs made, local whole- 
salers may soon expect to have from $4,000 to $5,000 
worth of lighting equipment sales per month presented 
to them on a silver platter. 

That only a small part of the new business has been 
“sugared off” is indicated by the amaz- 
ing good-will created among hundreds 
of other merchants who openly promise 
to make substantial changes in their 
store and window lighting at the earliest 
moment. 

But this is only one utility and only 
one part of the middle west. From 


A NEW smooth highway, paved with concrete light- 


The New Approach to 
the Sale of Lighting 


The new Science of Seeing is proving a most effective sales 
approach for the utility lighting specialist. This means 
more business for the wholesaler who follows his activities 
and who carries adequate stocks of lighting equipment 









By CARL W. MAEDJE 


So smooth is this Science of Seeing approach that 
resistance to lighting sales is reduced to an unbelievable 
minimum. Mr. Public, conscious of the fact that eyes 
are the most priceless of his possessions—Mr. Merchant, 
aware that nearly 90 per cent of a prospect’s impressions 
reach him through his eyes—and Mr. Manufacturer, con- 
vinced that inadequate lighting penalizes production— 
well, no wonder that lighting equipment for store, office 
and home is being purchased as never before. 

Clearly then, it behooves the electrical wholesaler not 
only (1) to cash in on this new lighting consciousness 
which utilities and others are creating; (2) to see that 
their dealers and electrical contractors stock only that 
kind of equipment which meets the lighting standards 
established by the new science; (3) to familiarize his 
salesmen and his customers with Science of Seeing facts 
so that they too will speak the same language as the rest 
of the industry; but also (4) to see that he gets his 
share of the by-products (equipment sales) produced by 
utilities in using the new approach to boost the lighting 
load, and (5) that his own stocks are adequate. 


tne mammoth Science of Seeing movement drives 
home, among numerous other salient facts, the point 
that our eyes developed under intensities of thousands of 
foot candles when easy tasks like distance seeing of large 
objects were the rule. But our activities are no longer 
those of the cave man. Recently, eyes have not only 
had to limp under three or four lighting units, but they 
have crumpled under the strain of doing close work over 
prolonged periods. 

Test upon test shows that people 
naturally choose lighting intensities 100 
to 300 fold greater than they are using 
at present. New demonstration equip- 
ment is available to show them the least 
amount of light they need for a real 
seeing job. 

Demonstrations with the lighting kit, 





coast to coast the electrical industry and 
every walk of business closely and re- 
motely concerned with better seeing is 
traveling the broad Science of Seeing 
highway, the shortest route to bigger 
lighting sales and profits. 
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sight meter, and millions of lighting tape 
measures are creating new business 
never before dreamed of. The extent to 
which electrical wholesalers tie-in with 
this new approach will determine how 
much of this business will be theirs. 
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WHOLESALERS’ 
SALESMEN 


Au over the country utility 
lighting specialists are aggressively de- 
veloping the commercial and industrial 
lighting markets. Salesmen of electri- 
cal wholesalers who fail to cooperate 
closely with these men on the firing line 
are passing up a real opportunity to sell 
more lighting equipment, as well as the 
wiring materials that go along with it 








A Team That Can Sell Lighting 


OW can the salesman of the 
H wholesaler fall, horn or crash 

in with the program of com- 
mercial and industrial lighting ac- 
tivities of the average utility, in 
order to secure more orders for lighting equipment for 
his house? In a general way, this is the question put 
to me by the editors of ELECTRICAL WHOLESALING. 

I feel safe in saying that, in the case of all such con- 
centrated and, usually, continuous campaigns for com- 
mercial and industrial business on the part of utilities, 
the wholesalers’ salesmen are asked and even earnestly 
invited in, as they have been in our case. That some 
of them do take hold and work with us to their profit, 
while others have never apparently contacted the utility 
or tried to find out a thing, might, perhaps, be laid to 
the nature of the individual salesman. 
I am inclined to think, though, that the 
attitude of the executives of the whole- 
sale house has something to do with it. 
In the city of Portland, we find one 
chain house and its salesmen actively 
cooperating. Another equally large chain 
house shows no interest. One inde- 
pendent may be going along well, while 
another is never heard from. A non- 
electrical house or two, perhaps they 
might be called manufacturers’ agents, 
have fallen in line and seem to appre- 
ciate the value of the activity to them. 

Yet, all these houses represent good 
lines of standard lighting equipment, 
one as acceptable to us as another. We 
display them all and are willing to see 
any of them go in that will make a satis- 
factory installation for the customer. 
Our sole interest is in the load they 
represent. 

This utility is fairly typical of that 
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By J. C. PLANKINTON 


Manager Sales Bureau, 
Northwestern Electric Co., 


Portland, Ore. 





The observer sets this demon- 

strator at the point where he 

can best see to read, and a 

sight meter registers the light- 

ing intensity best suited to his 
own eyes. 


in any city of 300,000 population 
and not largely industrial, and it 
has, in addition, a suburban popula- 
tion within reach of the lines, of 
approximately 50,000 additional. Its 
methods of promoting commercial and industrial light- 
ing load follow generally accepted principles. Where, 
then, can the wholesaler’s salesman tie in with us? 

I can answer that question best by talking from the 
diagram shown above. You will see that the utility is 
developing the market in five different ways, embodying 
indirect, semi-indirect and direct methods, to liken them 
to our systems of illumination. 

Newspaper advertising and mailings are the indirect 
means. Demonstrations and lectures at public gatherings, 
together with vacant-store illumination demonstrations 
constitute the semi-indirect, since peo- 
ple, both prospects and non-prospects, 
actually see the equipment at work. 
And, finally, the true direct, represented 
by the special representatives from the 
utility (in our case, seven of them) who 
go, day in and day out, and personally 
call upon nothing but prospects such 
as stores, office buildings, schools, fac- 
tories, service stations and so on. 

It appeals to me that the united effect 
of all these activities is falling upon and 
permeating the commercial and indus- 
trial market like a great field of force. 
It appeals to me, also, that you electrical 
wholesalers’ salesmen who know your 
electro-dynamics will at once appreciate 
the fact that it is to your advantage to 
swing your wires through this field of 
force so as to generate some current— 
orders—for yourselves. 

In this whole diagram, what is the 
entry point for the salesman? The com- 
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mercial and industrial prospects, in this case, number 
close to 4,000. He cannot hope to make much headway 
calling there, except in a few special cases that have 
come to his notice as prospects. Up at the top, it is of 
little avail to call upon the utility executives. They are 
not officious or undesirous of seeing any one they can 
help or who can help them, but it simply is not in the 
picture for them to have, ready to hand out, tips on 
where you might make sales. Neither can they hand 
out orders for lighting equipment, as would the purchas- 
ing agent for an industrial. The kind of equipment 
and who it is to be bought from is determined in another 
way, to which I shall presently allude. 

It is with the utility’s direct representatives in the field 
that the salesman can cooperate to the end of securing 
orders for not only the lighting units but wiring ma- 
terials as well, which may be placed either direct with 
his house or through the contractor or dealer channels. 

Here is what these representatives of ours are doing. 
Every day they are calling 
right down one street and 
up another, into every 
building and establishment 
that can be called a pros- 
pect now, or in the future, 
for commercial or industrial 
lighting that will be an im- 
provement over what they 
now have. Each man car- 
ries a sight meter, and we 
have several of the more 
elaborate lighting kits out 
with some of them practi- 
cally all the time. 

As soon as any interest whatever is displayed on the 
part of a prospect, permission is gained to make a study 
of his problem. We will say that this then progresses 
to the point where actual units and installation costs are 
to be figured upon. If the job is one that will require 
additional wiring, it is our routine to call in an electrical 
contractor at this point, first asking the customer to 
state his preference if he has any. If he does not, then 
we select one. If the job is one involving additional 
lighting equipment but no additional wiring, a fixture 
dealer will be called in, the prospect’s preference being 
first sought, as before. 

From that point on, it lies between our man and this 
contractor or dealer to finally sell the job, helped in 
some cases by the lamp man. Between them, and the 
customer, the type of illumination and the units therefor 
are selected. If the unit selected is one that, by chance, 
is carried by your house, and the contractor or dealer 
is given the buying, and he happens to be one who 
deals largely with your house, you may eventually get 
an order. But there are many “ifs,” as you can see. 
What I would assume you wholesalers’ salesmen would 
appreciate would be that you might be called in at the 
“determining” of this business, to lend your aid and 
give your expert opinions as to the efficiency, economy 
and general adaptability of your line of equipment. I 
can say that your advice and help would be welcomed. 
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J. C. Plankinton, who directs the lighting activities of the 
utility in Portland, Ore. 














And further, that your logical and most effective tie-in 
is with the field representatives of the utility. 

When you go after any kind of business I do not 
believe it true that your efforts begin and end with the 
boss. If it is contractor business, you get to know at 
least his foreman and show him all the advantages of 
your wiring devices and try to make him like you and 
think well of your line. If it is dealer business, you put 
in considerable time with the sales people when you have 
the opportunity, trying to make them see the most sal- 
able features of your appliances. If it is an industrial 
plant, you cultivate the plant electrician, janitor, handy 
man or whoever it is who is on the firing line and whose 
word expressed when you are not there may put busi- 
ness in your path or take it away from you. 

The commercial lighting field man, or salesman, is 
your man at the front in the case of the utility. I have 
tried to show that he is really the one who controls the 
business. Get acquainted with him and to really know 
him. Ask to go out with 
him and help him on some 
jobs — he needs plenty of 
help. Perhaps call him in 
with you on some job that 
you have dug up yourself 
so that he, as the utility 
representative, can back up 
your statements as to the 
good features of your 
equipment. If you are car- 
rying any of the represen- 
tative lines, he can consci- 
entiously do this. As a mat- 
ter of fact, there are a great 
many cases coming up where the opinion of the utility 
man, as unbiased in respect to equipment, can be made 
very helpful to you. 

Naturally, you as a distributors’ salesmen cannot spend 
the time to trot up and down the street with our men 
on their rounds. But there are other ways of cultivating 
them and bringing yourself into their sphere of activi- 
ties and gradually getting to work with them on this 
problem of selling better light, which is a mutual one. 
As I said in the beginning, it has been my observa- 
tion that some of you do while others apparently have 
never made a move in that direction. 

Daily reports are made to me by the field repre- 
sentatives of every call made. These show whether or 
not any outside representative has been called in. I am 
bound to say that in the majority of cases it is the 
dealer representative who is called in and is the only 
one who stays in to the completion of the sale. A few 
wholesaler men show up on the reports, mostly the 
same ones from the same houses, and it does not take 
close scrutiny of the complete returns to show that 
where they have been in they sold their line. We have 
been keeping these daily report records since the first 
of this year, when we started after the commercial and 
industrial lighting business as we never had before. It 
is disturbing to me that there is not more evidence of 
new blood from among the whole- (Turn to page 79) 
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Front portion of second floor used for ranges and glassware 
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Shipping clerks at work at the packing bench 
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A Basic 
Principle 

HEN the Code Committee of the Radio Whole- 

salers’ Association was engaged in drafting the 
trade practice provisions of the radio wholesaling code, 
an important contingency was foreseen and provided for. 
Unless these rules of fair trade practice were to also 
apply to the manufacturers selling direct to dealers, it 
was apparent that they could not be effectively carried 
out by the radio distributors. 

The obvious solution was to make the direct-selling 
manufacturer amenable to the trade practice provisions 
of the radio wholesaling code. The general wholesaling 
code defined a wholesaler as one who “buys and main- 
tains” a stock and, for this reason, could not be applied 
to the direct-selling radio manufacturer. Consequently, 
in the radio code the definition of a wholesaler was pur- 
posely broadened to include such manufacturers. The 
intent of the definition was clear and this clause was not 
opposed by any manufacturer at the public hearing held 
prior to NRA’s approval of the Code. 

The purpose of the definition was later set forth in a 
Code Authority bulletin, with the approval of NRA. 
Opposition immediately developed. Philco discovered 
that its dominating position was jeopardized. By selling 
direct to “key dealers” it had been able to secure for 
itself somewhere around 30 per cent of the available 
business on radio receiving sets. As this key dealer 
plan was contrary to the “protection to dealers” clause 
of the radio wholesaling code, as explained by the Code 
Authority’s bulletin, an objection was immediately filed 
with General Hammond, Administration member of the 
Radio Code Authority. A hearing was held in Chicago 
and the objection was overruled. Philco then requested 
a further hearing before NRA. This hearing was held 
last month in Washington, and again NRA approved 
the principle that, when a manufacturer sells direct to 
the dealer, he is performing for himself the wholesaling 
function and is subject to the same rules of fair trade 
practice as the wholesaler. 

The stenographic record of this hearing could be 
effectively used as a text book on problems of distribu- 
tion. Both manufacturers and distributors testified that, 
in self preservation, competing manufacturers were 
being compelled, much against their will, to by-pass the 
distributor and to likewise sell direct to “key dealers,” 
that the market was becoming demoralized, that the 
distributor could not economically serve the small dealer 
unless he served the larger dealer as well, and that the 
radio wholesaling code could not be effectively enforced 
unless existing conditions were speedily corrected. Evi- 
dence was submitted to show that, in spite of an appar- 
ently 100 per cent endorsement of the “key dealer” plan 
by Philco distributors, these endorsements were not in 
all cases voluntary, and that Philco’s own distributors 
were penalized by the plan. 

At this hearing the members of the radio wholesaling 
Code Authority, supported by members of the Radio 
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Wholesalers’ Association, performed a distinct service 
to the entire wholesaling trade. They successfully 
defended a basic principle, which vitally concerns every 
wholesaler, whether or not he handles radio. And in so 
doing they won the respect and admiration of both the 
Administrators and Advisory Boards of NRA. 

Every wholesaler who handles radio is benefiting from 
the radio wholesaling code. He should be not only will- 
ing but anxious to contribute his share towards the cost 
of administering this code. His lack of support will 
adversely affect not only his own welfare but the welfare 
of the entire radio distributing trade. 


v 


Graybar Breaks 
a Tradition 


FOR 65 years the Graybar Electric Co. has specialized 
in the distribution of electrical products. About 20 
years ago it began the merchandising of household appli- 
ances under its own brand. In so doing it attempted to 
combine with the functions of distribution certain func- 
tions of the manufacturer, as well as the promotion of 
a private brand. Recently, in a few territories, it has 
sold refrigerators and other appliances under the manu- 
facturer’s name rather than the Graybar name. Sales 
in these territory have run far ahead of those in other 
districts handling only the Graybar line. Consequently, 
Graybar has announced a new merchandising policy. The 
Graybar line is to be discontinued. From now on sales 
efforts will be confined to the standard, nationally adver- 
tised lines of well known manufacturers. Some lines 
will be sold by all of Graybar’s 74 branches, others by 
only a portion of them. It is thus planned to build up 
a group of lines for each house that is best adapted to 
its own territory. 

Under this plan Graybar becomes independent of its 
sources of supply. Also, it is relieved from all design, 
patent, research and production worries, as well as from 
the burden of popularizing the lines it sells. Its entire 
organization now becomes free to concentrate on the 
three distributive functions of sales, service and credits. 
Branch managers will have closer contact with manu- 
facturers, less with headquarters. They will be “on 
their own” to a far greater extent than before and will 
operate more along the lines of the local independent 
wholesaler. 

The significance of the new policy is two-fold. It 
affords striking evidence that manufacturing and whole- 
saling are separate and distinct functions, one requir- 
ing a production-minded and the other a distribution- 
minded organization, and each requiring a high degree 
of specialization. It should indicate to the manufacturer 
that his product can be most economically and effectively 
distributed by a specialized, independent wholesaling 
organization. 

The new policy is also one of decentralization. It 
recognizes that local markets differ, and it provides for 
flexibility in the selection of lines for each territory. 

Graybar has had the courage to break a tradition and 
to depart from a long established merchandising policy 
in order to keep abreast of the latest trends in distri- 
bution. In so doing it emphasizes the important position 
which the wholesaler occupies in our modern indus- 
trial system. 
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Men You Should Know 


LESLIE E. LATHAM 


Vice-president, E. B. Latham & Co., 
New York City 


circus folks never leave the big 

top. The smell of the sawdust 
ring gets in their blood, they say, and 
generation after generation keep up 
the family tradition. 

Well, there must be something 
about this electrical wholesaling busi- 
ness that has the same effect. Leslie 
E. Latham, vice-president of E. B. 
Latham & Co., is a living testimonial 
to the fact. The oldest son of Ernest 
B. Latham, founder of the firm, 
Leslie came into the world on April 
19, 1894, with his life’s work already 
clearly mapped out in his mind. Un- 
like many boys who plan to follow in 
the footsteps of their Dad until they 
grow up and discover that there is a 
lot of hard work and not much glory 
before they can get to the top, young 
Latham doggedly persisted in his de- 
sire to make the business his life 
work. 

As he grew to maturity, school be- 
came a sort of prison that was hold- 
ing him back from the work that he 
wanted so much to do. Finally, in 
1914, he took the step and entered 
the employ of the Jones-Beach Co. 
in Philadelphia, a wholly-owned sub- 
sidiary of his father’s firm, in the 
capacity of clerk. Two years were 
devoted to this work and then Mr. 
Latham moved to New York where 
he began to labor for the Hunter 
Electric Co., a national distributing 
organization founded by his father. 
The business of the firm was the ex- 
clusive distribution of the products 
of the Hunter Fan and Motor Co. 

Another two year period was spent 
at this job, during which time, Mr. 
Latham’s inquiring mind delved into 
every phase of the company’s busi- 
ness. At the end of this apprentice- 
ship, he received the call that he had 
been waiting for—an invitation to 
join E. B. Latham & Co. But there 
was no easy berth waiting for him 
and it was just as well, for he neither 


Y cis E heard that old saw that 


® An Enthusiastic 
Sales Organizer 


expected nor wanted 
one. He began his 
work behind the coun- 
ter, determined to learn 
the business from the 
ground up. 

A year or two later, 
Mr. Latham became as- 
sistant to J. H. Hughes, 
who was then secretary 
and general purchasing 
agent of the company. 
To this association, he 
gives much of the credit 
for his early training, which really 
formed the basis of his knowledge of 
the business. Somewhat of a deter- 
mined and stubborn customer to han- 
dle in those days, according to his 
own appraisal, Mr. Latham gives Mr. 
Hughes credit for the ability to bring 
out the best that was in him and 
make him like it. 


ROM this point on, the climb up the 

ladder was rapid. A transfer to 
the quotation department under the 
sales manager of the company was 
followed in two years by promotion 
to the job of sales manager when 
that gentleman went to Philadelphia 
as general manager of the Jones- 
Beach unit. The subsequent depar- 
ture of Mr. Hughes to join the Alpha 
Electric Co. advanced Mr. Latham 
to the post of secretary. His final 
promotion came in 1925, when he 
was made vice-president, the office 
of secretary going to his younger 
brother, Earle. 

While Mr. Latham’s knowledge of 
his company’s entire operation is 
quite complete, his prime interest is 
the selection of lines, inventory con- 
trol and sales. As a matter of fact, 
the sales organization is his hobby. 

If there can be said to be one or 
two qualities in a man’s make-up 
which are largely responsible for his 
success, it is easy to put a finger on 
them in the case of Leslie Latham. 


An enthusiastic believer in the future 
of the electrical wholesaler, Mr. Latham 
supports his optimism with quick and 
enthusiastic judgment and with the 
knowledge and experience that can 
only be gained by climbing to the top 
via the stock room and counter route 


Topping the list would be his un- 
bounded enthusiasm for his job, his 
business and the industry in general. 
He is uncompromisingly optimistic 
regarding the future of the electrical 
wholesaler. He is thoroughly con- 
vinced that the present and future 
opportunities in the electrical busi- 
ness are greater than ever before. 
His actions bear out his words for 
never once during the depression has 
he curtailed expense or effort inci- 
dental to sales personnel or sales pro- 
motion. 

Mr. Latham’s enthusiasms have 
made him a natural leader in trade 
circles. He is chairman of the code 
committee for the electrical whole- 
salers in the metropolitan area. He 
likewise serves as chairman of the 
Motor Driven Appliance Committee 
of NEWA. A four year term on 
the executive committee of this or- 
ganization expired last year. 

An electrical wholesaler to the 
manner born—such a man is Leslie 
E. Latham. But his heritage has 
been merely a starting point for new 
goals and new achievements. 
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the storm and siress of a competitive business world 
—without ANY change since its inception. Conceived 
in the belief that mutual success lay in fair and open 
dealing with all wholesalers of standing, the Com- 
pany has never sought to deviate from that con- 
structive policy. May its continuance bring prosper- 


ity to you and ourselves alike, in the days ahead. 


FA BLE COR PORATION 














NEWS and VIEWS 
OF THE MONTH 























ALL-STAR WINNERS 


One of the highlights of the Eighth Annual Fall Convention of General Electric 

specialty distributors at Nela Park, Cleveland, was this parade of the winners in 

the All-Star Discovery Drive. An All-Star Review was staged by a cast of 36 
winners on the evening of the opening day. 








FIRE TRUCKS USE CABLE REELS 


Portable floodlights are becoming increasingly 
popular with fire departments as auxiliary equip- 
ment for fire trucks. This lighting truck of the 
Beaumont, Texas, fire department is also equipped 
with two hand-operated "'Reelites.'' The distance 
from the truck at which the floodlights may be 
operated is limited only by the capacity of the reel. 
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LEISURE FOR LIVING 


This is the title of the six-act playlet shown in the Westinghouse 

air conditioned theatre at A Century of Progress. The revolving 

stage is shown stopped between scenes. On the left is the old- 

fashioned laundry, "toil and trouble." On the right, the clean 

bright laundry, where electricity has taken over all the hard duties 
ordinarily associated with washday. 


WHEN FATHER 
PLAYS NURSE- 
MAID 


and takes the baby to 
the park, does he lose 
out on the ball game? 
Not this Daddy, for he 
has equipped the 
youngster's chariot with 
a Simplex radio receiver 
operated with Air-Cell 











batteries. The batteries 
are located in a com- 
partment underneath 
"Junior," while the re- 
ceiver chassis is installed 
in an extension com- 
partment on the front 
of the carriage with the 
loud speaker directly 
beneath the chassis. 


RANGE FOR MASS MARKET 


First to enter a new market now available for 
more than 6,000,000 electric ranges and hitherto 
closed because of the comparatively high initial 
cost of the product, Westinghouse recently ex- 
hibited this new electric range, standard in size 
and with automatic features, which will sell for 
$61.25—less than half the cost of previous models. 
Strength of all-steel welded construction is shown 
to exceed a thousand pounds of live weight. 
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New Merchandising Policy 
Announced by Graybar 


Largest electrical wholesaler to concentrate on distribu- 
tion and handle only nationally advertised appliances 


HE Graybar Electric Co. has an- 

nounced a radical change in its mer- 
chandising policy whereby the “Gray- 
bar” line of appliances will be discon- 
tinued in favor of nationally advertised 
lines to be sold under the manufacturer’s 
own trade name. 

In discussing the new move, Herbert 
Metz, Graybar’s sales promotion man- 
ager stated: “For 65 years Graybar has 
been selling electrical supplies and equip- 
ment of one kind or another. While we 
have had experience as manufacturers in 
the early days of our corporate existence, 
our roots are nevertheless deep in the 
business of distribution. The distribu- 
tion of electrical equipment is our heri- 
tage and has been the foundation of our 
business. We know how to take goods 
from the manufacturer and quickly, effi- 
ciently, and economically get them to the 
consumer. 

“By virtue of the value of the Western 
Electric and later the Graybar name, we 
long ago adopted a policy of designing 
our major appliances and selling them 
under our trade name. In doing this we 
fulfilled, or tried to fulfil, the functions of 
a manufacturer as well as a distributor. 
We have found, in our long experience in 
this industry, that the business of manu- 
facturing and promoting the sale of a 
device represents one problem; and the 
business of distributing that device rep- 
resents quite another. 


Opens Door to Manufacturers 

“One of the most important elements 
in the sale of appliances is, of course, 
sales effort in the field. We have found 
that a distributing type of organization 
functions best when it is aided and 
abetted by supplementary sales effort sup- 
plied by well trained specialized salesmen 
supplied by the manufacturer. As a dis- 
tributor we would get this selling aid. 
Functioning ourselves as a manufacturer 
and distributor, we never were able to 
effectively develop it. 

“We find ourselves as the only national 
distributor of electrical equipment who 
is in a position to handle any brand of 
appliances that is offered to us. It seemed 
apparent that from the standpoint of the 
manufacturer, as well as from our own 
standpoint, it was better to capitalize that 
position rather than to stymie ourselves 
by closing the door to these manufac- 
turers because we had our own line to 
distribute and sell. 
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“Eight years ago we developed the 
Graybar tag as the means of identifying 
Graybar with every shipment of elec- 
trical equipment regardless of whose 
name or names were on that equipment. 


To Merchandise Graybar Tag 

We decided that we could retain a 
large portion of the value of the Graybar 
name on appliances even though we sold 
washers, ironers, cleaners, and so on, of 
other manufacturers, by the adroit use of 
the Graybar tag. We accordingly dressed 
up the tag, made it more attractive, and 
put on it this legend, “Distributed and 
Guaranteed by Graybar.” It is our plan 
to have these tags attached to all mer- 
chandising lines distributed by us. 
It is very apparent that electrical ap- 
pliances bearing the Graybar tag will 
be unique in the industry. They are the 
only appliances that carry to the dealer 
and the consumer a two name guarantee, 
the guarantee of the manufacturer and 
the distributor. It is our plan to adver- 
tise and merchandise the tag, to add to its 
importance in the minds of the industry, 
the dealer, and the public. There can be 





no question that a Graybar distributing 
house (there are 74 of them) offering 
such lines as Kelvinator refrigerators, 
Thor washers and ironers, Royal vacuum 
cleaners, Colonial radio sets, Toastmaster 
products, Sunbeam appliances, etc., with 
all the promotional sales and advertising 
activities of these companies, plus the 
advertising and promotional activities of 
the Graybar company, will make a strong 
advertising and promotional set-up. 
“Certainly it is an interesting move 
from a merchandising standpoint and its 
development should be carefully followed 
by manufacturers and distributors alike. 
Certainly we in Graybar, having made 
this decision and having taken this step, 
feel confident we are at the beginning of 
what will mark a great development in 
our merchandising business. We look 
ahead confidently and optimistically.” 
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Westinghouse Selects Students 
for Merchandise Training Course 


As a part of its educational and sales 
training program the Merchandising Di- 
vision of the Westinghouse Electric & 
Manufacturing Co. has recently an- 
nounced its selection of a class of 10 
young men who have been chosen out of 
hundreds of applicants from all parts 
of the United States. These young men, 
coming from colleges and institutions of 
higher learning representing 10 differ- 
ent schools, will go through several 
months of intensive training in the shops 
and offices before they are placed in posi- 
tions carrying greater responsibility. 








Deep Sea Fishermen: Out on the west coast, the electrical wholesalers close up 


shop on Saturday and take the day off. 


In Los Angeles deep sea fishing has replaced 


Saturday golf for the Graybar crowd. Here we have, in the first row: Truesdale; 
George Richardson, So. California Edison Co.; Bill Wilt, Bussman Mfg. Co.; 
M. L. Fowler, Benjamin Electric Mfg. Co.; Wilson, Klein Co.; Sam Scott of 


Graybar; Low Grimm, Frank Pease and Bert Lewis. 


Behind them are Phil Car- 


son, Graybar’s sales manager; Cy Larsen, Hubbard & Co.; Lee Darrow; Roy 


Lockhart; McDonald, Habirshaw Wire & Cable and Don Porter of Graybar. 


Art 


Cole of Waters-Genter, the photographer, says there are no fish to be seen because 
they were just starting out but that the crowd really did come back with a big 
catch of Barracuda, yellowtail and halibut. 
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“Key Dealer” Plan Attacked 


at Radio Code 


Hearing 


NRA sustains ruling of radio code authority and denies request of 
direct selling manufacturers for exemption from trade practice pro- 


visions of radio wholesaling code 


TARTING out as an attack upon 

certain explanations issued by the 
radio wholesaling Code Authority, the 
public hearing held in Washington on 
September 6 developed into an unsuccess- 
ful endeavor on the part of James M. 
Skinner, president, Philco Radio & Tele- 
vision Corp., and his associates to defend 
the legality of this company’s so-called 
“key dealer,” or associate distributor, 
plan under the “protection to dealers” 
clause of the radio wholesaling code. 

The Code Authority’s rulings which 
were responsible for the hearing were 
published in ELEcTRICAL WHOLESALING 
for August (page 24). They state in 
effect that radio manufacturers who sell 
direct to dealers are performing for 
themselves the wholesaling function and, 
therefore, are amenable to the trade prac- 
tice provisions of the radio wholesaling 
code, including the clause forbidding dis- 
crimination between dealers. 

Mr. Skinner, in a carefully prepared 
brief, attempted to prove that the radio 
manufacturers had not been consulted 
by the wholesalers’ Code Authority prior 
to the promulgation of the explanations, 
and that Philco’s “Key Dealer” plan 
actually protected the small retailer be- 


cause it afforded department stores and 
other large outlets a long discount on a 
nationally advertised line, with the re- 
sults that these outlets were no longer 
pushing private branded sets made by the 
so-called “loft” manufacturer to the ex- 
tent of demoralizing the market. Letters 
and telegrams from all Philco distribu- 
tors were read into the record endorsing 
these contentions. 

Supporting Mr. Skinner in his opposi- 
tion to being made amenable to the radio 
wholesaling code were Judge F. E. 
Neagle, counsel for NEMA; S. W. Mul- 
downey, National Union Radio Corp.; 
Arthur Moss, chairman, Parts and Ac- 
cessories Division of RMA; B. G. 
Erskin, Hygrade Sylvania Corp., and 
Benjamin Abrams, Emerson Radio and 
Phonograph Corp. 

Among the speakers who supported 
the Code Authority’s rulings were E. 
T. Cunningham, president, RCA Victor 
Co.; George Scoville, Stromberg Carl- 
son Telephone Mfg. Co.; J. M. Schwab, 
Atwater-Kent Mfg. Co.; L. A. Williams, 
Stewart-Warner Corp., and_ others. 

Telegrams of opposition to direct 
dealer selling were received from E. A. 
Tracey, Zenith Radio Corp., and Capt. 
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Key Dealers and the Radio Wholesaling Code: 


This diagram has been sub- 


mitted to NRA by the Divisional Code Authority of the radio wholesaling trade 
in support of its contention that the so-called “associate distributor”, or “key dealer”, 
plan results in discrimination between retailers in direct violation of both the Clay- 
ton Act and Article IV, Section 2, of the Radio Wholesaling Code. 


Wm. Sparks, Sparks-Withington Co. 
The arguments advanced by Philco 
were effectively rebutted by H. G. 
Erstrom, secretary of RWA; Benjamin 
Gross, chairman of the radio Code Au- 
thority; H. M. Gansman, Westinghouse 
Electric Supply Co.; D. H. O’Brien, 
Graybar Electric Co.; Louis Buehn, D. 
M. Trilling, D. F. Goldman, Francis E. 
Stern, and other radio distributors. 

The close contacts which Mr. Skinner 
maintained with the Code Committee of 
RWA, during the entire period that the 
Code was being drafted, were explained 
in detail by Mr. Gross. 

Letters and telegrams were read by 
Mr. Erstrom from scores of individual 
distributors, as well as from various Dis- 
trict Agencies of the radio Code Author- 
ity, all of which contended that Philco’s 
selling methods were seriously hurting 
the small retailer, were resulting in a 
demoralized condition, and were caus- 
ing a lack of confidence in the effective- 
ness of the radio wholesaling code among 
the trade in general. 

The sensation of the hearing was a 
Philco distributor’s letter to the Radio 
Wholesalers’ Association, written anony- 
mously “to avoid embarrassment,” which 
stated that the “Key Dealer” policy “is 
not only unfair to all Philco distributors 
but actually defeats the spirit of the 
Code as it works a hardship on all dis- 
tributors to meet this competition and is 
ruinous to distributors’ net profits.” 

As a result of the hearing, Explana- 
tions 4 and 5, as originally issued, were 
sustained by NRA and Explanation 11 
dealing with “subterfuge” was temporar- 
ily stayed, pending minor changes in its 
wording. 

v 
NRA Approves Radio Code 


Budget and Assessments 

An amendment to the radio wholesal- 
ing code, approved September 1, permits 
the Divisional Code Authority to incur 
reasonable obligations necessary to sup- 
port the administration of the Code and 
enables it to submit an itemized budget 
and equitable basis of assessment upon 
members of the industry to the Adminis- 
trator for his approval. Such assess- 
ments are made mandatory by this 
amendment. 

The actual budget and basis of con- 
tribution, as submitted by the Code Au- 
thority, were approved by the Adminis- 
trator on September 8 and notices of con- 
tributions due were mailed to members 
of the trade on that date. Payment of 
assessments for quarters beginning May 
1 and August 1, based on 1933 volume, 
became due September 24. 

The minimum assessment is $10 per 
quarter, or $40 per year, based on an an- 
nual volume of $30,000 or less. The 
budget of the Code Authority, as ap- 
proved by the Administrator, totals 


$82,994. 
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JAMEs AITKEN, 
Aitken Radio Corp., 
Toledo 

R. J. Brown, 

General Electric Supply Corp., 
Bridgeport 

KENNETH CONNELLY, 
F. B. Connelly Co., 
Seattle 

H. B. Davis, 

Allied Radio Corp., 
Chicago 

Maurice S. DEsPREs, 
Dale Radio Co., 

New York City 
BENJAMIN GROoss, 


Gross Sales, Inc., 
New York City 





The Divisional Code Authority for the Radio Wholesaling Trade 


RoBpert HIMMEL, 

Hudson Ross, Inc., 
Chicago 

LAURENCE LUCKER, 
Lucker Sales Co., 
Minneapolis 

A. C. MARQUARDT, 
Stewart-Warner Sales Co., 
Boston 

Cras. B. MASON, JR., 
Chicago Talking Machine Co., 
Chicago 

A. H. MEYER, 

Leo J. Meyberg Co., 

San Francisco 

D. H. O’Brien, 

Graybar Electric Co., 

New York City 


GENERAL T. S. HAMMOND, Federal Administration Member, Harvey, Ill. 


T. A. O’LouGHLIN, 
Philco Radio and Television Corp. 
of New York 

FRANCIS E. STERN, 
Stern & Co., 

Hartford 

Ff, D. Straus, 
Straus-Frank Co., 

San Antonio 

Davip M. TRILLING, 
Trilling and Montague, 
Philadelphia 

HAROLD WRAPE, 
Benwood-Linze Co.., 
St. Louis 

H.C. Erstrom, 
Executive Secretary, 
Chicago 





Hearing Held in Washington on 
Radio Code Assessments 

Last May an administrative order 
(No. X-36) was issued by General John- 
son which exempted every business es- 
tablishment from assessment under any 
code other than that which concerned 
the major portion of its business. On 
July 17 the radio wholesalers’ Code Au- 
thority applied to NRA for a termination 
of this exemption and the Administrator 
set July 20 as the dead line for the filing 
of any objection to the application. 

On August 21 another adminstrative 
order (No. X-78) was issued by General 
Johnson specifically providing that no 
member of any wholesaling trade should 
be required to “contribute to the expenses 
of administration of any code covering 
wholesale distribution done by that mem- 
ber other than that code which covers 
his principal line of wholesale distribu- 
tion.” 

On September 7 a hearing was held in 
Washington on the application which the 
Radio Code Authority had filed in July 
for a termination of the exemption pro- 
vided by order X-36. At this hearing 
H. G. Erstrom, secretary of the Code 
Authority, explained that only 11 per 
cent of the radio wholesaling trade han- 
dled radio exclusively, the balance of 89 
per cent also selling other lines such as 
refrigerators, appliances, wiring sup- 
plies, sporting goods, hardware and auto- 
motive accessories, and thus also coming 
under other wholesaling codes. Unless 
the Radio Code Authority were permitted 
to assess these multiple-line distributors 
according to their radio volume, Mr. 





Erstrom estimated that the funds for the 
administration of the code would be 50 
per cent below the budget approved by 
NRA. He proposed that $10,000 be set 
as the minimum annual radio volume on 
which multiple-line wholesalers handling 
radio could be assessed under the radio 
code. 

Many prominent wholesalers, includ- 
ing David O’Brien of the Graybar Elec- 
tric Co., and R. J. Brown of the General 
Electric Supply Corp., supported Mr. 
Erstrom’s plea and indicated their desire 
to be assessed under the radio code, re- 
gardless of any other lines which they 
handled. While no one present opposed 
the application of the Radio Code Au- 
thority, Deputy Administrator Felhaber 
read communications which he had re- 
ceived objecting to a termination of ex- 
emption. These were from G. E. Culli- 
nan, Graybar Electric Co., E. Donald 
Tolles, managing director, NEWA, 
Breed, Abbott & Morgan, counsel for 
NEWA, and F. Garrison, director, 
Wholesale Dry Goods Institute. 

In his letter Mr. Tolles maintained 
that concerns “whose principal line of 
business is the wholesaling of radios 
should be in a position to support the 
administration of the code without assist- 
ance from those whose principal line of 
existence is in other commodities.” 

Mr. Gross pointed out to the Admin- 
istrator that Mr. Cullinan’s letter had 
been written some two months previously 
and that Mr. O’Brien of the Graybar Co. 
was in attendance at the hearing and had 
already spoken in favor of permitting 
multiple assessments in the case of radio. 





He also pointed out that R. J. Brown of 
the General Electric Supply Corp. was 
likewise present, had likewise urged ter- 
mination of the exemption, and that these 
men represented the two largest concerns 
on NEWA’s membership roster. 
Questions asked by General Ham- 
mond, Administration member of the 
Radio Code Authority, disclosed the fact 
that members of the Code Authority had 
been compelled to personally advance 
funds for the work of code administra- 
tion, whereupon General Hammond vig- 
orously condemned the situation as one 
that was grossly unfair, a condition that 
could not continue and which should be 
corrected by speedy action on the part of 


NRA. 
v 


Code Authority Increased to 
Nineteen Members 


An increase from 12 to 19 in the mem- 
bership of the Divisional Code Authority 
is provided for by an amendment to the 
radio wholesaling code approved by 
NRA on September 13. The code now 
requires that: “the Divisional Code 
Authority shall consist of 19 members 
of the trade: One to be the president 
of RWA;; one to be the executive vice- 
president of RWA; 13 to be chosen by 
the board of directors of the RWA to 
represent its members in various geo- 
graphical sections of the country; and 
four members to be chosen from mem- 
bers of the trade who are not members 
of RWA, in a manner to be approved by 
the Administrator.” 
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Latest Code Developments 





Code Authority Submits Budget 
for General Wholesaling Code 


The General Code Authority for the 
wholesaling trade has applied to NRA 
for approval of its budget for, and of the 
basis of contribution by members of the 
trade to the expense of administering 
the general wholesaling code for the 
period from August 1, 1934, to July 31, 
1935. 

The total amount of the budget is 
$11,500 and the following basis of con- 
tribution is proposed: 

“Each Divisional Code Authority will 
be required to pay to the General Code 
Authority one per cent of its approved 
budget, provided that in no instance shall 
the assessment against any Divisional 
Code Authority be less than $100 nor 
more than $1,000. Fifty per cent of the 
assessment against each Divisional Code 
Authority will be due and payable upon 
the approval of its budget, or as soon 
thereafter as it can make the necessary 
collections from its trade members. The 
remaining 50 per cent is to be paid in in- 
stallments as needed and called for by the 
General Code Authority. Any amount 
heretofore advanced by a _ Divisional 
Code Authority to the General Code Au- 
thority is to be credited on the first pay- 
ment due from the Divisional Code Au- 
thority.” 

Copies of said budget are available 
upon request at the office of the National 
Recovery Administration, Room 3316, 
Department of Commerce Building, 
Washington, D. C., and at the office of 
the Code Authority, 40 Worth Street, 
New York City. 

Any criticisms, objections or sugges- 
tions concerning the budget and basis of 
contribution must be submitted to Deputy 
Administrator Frank H. Crockard, City 
Club Building, 1320 G Street, N. W., 
Washington, D. C., prior to October 9, 
1934. 

fl 


Hardware Wholesalers to Have 
Code Authority of 17 Members 


The supplemental code for the whole- 
sale hardware trade, as approved on July 
30, provides for a Divisional Code Au- 
thority of 17 members including one 
member to represent each of 10 geo- 
graphical areas and seven members at 
large. 

Provision is made for a Special Com- 
mittee on Overlapping to meet with the 
trade practice committees or similar spe- 
cial committees representing other divi- 
sions of the wholesaling trades. 

The Code states that it is an unfair 
trade practice “for a wholesaler who, in 


addition to his definitely organized 
wholesale division operates a retail store 
or division, to sell like commodities at a 
higher figure than such commodities are 
charged or billed to his retail store or 
division.” 


v 


Progress Made on Separate Code 
for Radio Manufacturers 

An agreement has been reached be- 
tween RMA and NEMA, in recent con- 
ferences with the National Industrial 
Advisory Board, providing for an inde- 
pendent code status and code authority 
for the radio manufacturing industry. 
The details are to be worked out by the 
RMA code committee in early confer- 
ences with NEMA and the Washington 
authorities. 

v 


Industrial Lighting Code 
Receives Hearing 

A public hearing was held in Wash- 
ington, September 18, on the proposed 
supplement to the NEMA Code covering 
the industrial and utilitarian lighting 
equipment manufacturing industry. 

The Code would prohibit terms of pay- 
ment more favorable than two per cent 
semi-monthly, prevent lump sum bidding 
and restrict returns of merchandise. 
Twenty unfair trade practices are speci- 
fied. 

v 


Public Hearing Held On 
Wiring Device Code 


On September 11 a public hearing was 
held on a proposed supplement to the 
NEMA code for the wiring device in- 
dustry. 

This industry is defined in the code as 
“the manufacture and/or manufacture 
for sale of electrical wiring devices, in- 
cluding but without limitation sockets 
and receptacles, tumbler, toggle, push 
button and snap switches and their ac- 
cessories ; attachment plugs and connect- 
ing outlet devices; cord sets for resale; 
decorative lighting outfits; fuses and 
cutouts.” 

Trade practice provision would forbid 
secret rebates, split commissions, giving 
of prizes or premiums, customer adver- 
tising and consignments. 


v 


Code Authority Approved for 
Artistic Lighting Equipment 
The Code Authority for the artistic 
lighting equipment industry, as officially 
approved by NRA, is composed of M. D. 
Blitzer, New York City; Edw. F. Guth, 





How Nice It Feels: After playing 18 
holes in the rain, it feels grand to put 
on some dry clothes. Our three “drys” 
are, left to right, W. Bohling of Mari- 
time Electric Co., W. S. Treadwell, pres- 
ident of the Electrical Associates Club, 
and J. J. Costello, the Lamp Division 
of General Electric Co. The Electrical 
Associates Club held the golf outing at 
Arrow Brook Country Club, Long 
Island, N. Y. 

St. Louis; W. Kantack, New York City ; 
Joseph Markel, Buffalo; John C. Virdon, 
Cleveland; John W. Brooks, Syracuse, 
and L. A. S. Wood, Cleveland. 


v 


NEMA Booklet Explains 
Refrigeration Code 

Believing that Code administration 
will be facilitated by thorough knowl- 
edge of the Supplemental Code for the 
Refrigeration Division, and what it is 
intended to accomplish and how it will 
operate, the Refrigeration Division of 
NEMA has prepared a booklet setting 
forth in question and answer form the 
meaning of the various provisions of this 
Supplemental Code, for issuance to dis- 
tributors. It is available from NEMA 
headquarters, 155 East 44th St., New 
York City. 





Vv 
"Schemes of Chance" Barred 


Under Retail Code 


Lotteries, guessing contests and simi- 
lar trade promotional “schemes of 
chance” have been outlawed in the retail 
trade by a code amendment which be- 
came effective Oct. 1. The intent of 
the amendment is not to prevent a mer- 
chant from inviting the public to take 
part in legitimate contests in which merit 
or skill would be the determining factor. 
The purpose is to eliminate the gambling 
element. 

The addition to the code provides that 
when a contest is held, the rules shall be 
clearly defined and adhered to; it shall 
be judged by competent and disinter- 
ested persons; and none of the employes 
of the establishment sponsoring the con- 
test, nor members of their families, shall 
enter the competition. 
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IT STICKS 
IT HOLDS 
IT LASTS 


BULL DOG TAPE HAS “TEETH” 


And it “shows them” as you separate surfaces 
which have adhered. Not to display an ugly 


disposition but to denote its tenacity of purpose 


—to stick, 
hold 
and last! 
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75th Anniversary: 
man. R. M. Michel is manager of the 
electrical department of Farwell, Ozmun, 


The firm not the 


Kirk & Co. This firm started in busi- 
ness in 1859, six years before the first 
railroad was built into St. Paul. Of 
course they didn’t sell electrical goods 
at that time, but they did sell such 
varied items as sausage casings and dia- 
mond rings. 

Hearing Scheduled on Code for 
Non-Metallic Flexible Conduit 
A public hearing on a proposed code 

of fair competition for the non-metallic 

flexible conduit industry, submitted by 
the National Electrical Manufacturers 

Association, will be held in Room 2062, 

Department of Commerce Building, at 

10 A. M., Friday, October 12, before Act- 

ing Deputy Administrator Dexter A. 

Tutein. 

The code is supplemental to the elec- 
trical manufacturing industry code. It 
adopts the minimum wage, maximum 
hour and other labor provisions of the 
basic code, but would establish its own 
sections on prices and terms of sale in- 
cluding a price filing system. Eight fair 
trade practice rules are proposed. 

The supervisory agency would be per- 
mitted to allow selling below cost under 
these conditions; an employer could file 
a revised price schedule to meet the lower 
filed schedule of a competitor; an em- 
ployer could meet the “proven quoted 
price” of a product on which no schedule 
is filed; products in the period of devel- 
opment and introduction could be sold 
below cost if the supervising agency ap- 
proved. 

The industry is defined to include those 
manufacturing or promoting the manu- 
facturing of “braided, woven, or knit 
fabric tubing, either untreated, coated, 
or impregnated to reduce ignition and 
absorption, for use as mechanical protec- 
tion for electric wiring, automotive or 
other purposes.” 


v 


Code Approved for the Electric 
and Neon Sign Industry 

As defined in the Code approved by 

NRA on August 24, the electric and 

neon sign industry comprises not only 

the manufacture and sale but also the in- 


stallation and maintenance of signs and 
advertising displays. The Code provides 
for the filing of open prices and the ar- 
ticle devoted to trade practices contains 
16 specific rules. 

Vv 


Automotive Wholesalers Must 
Classify Their Customers 

A classification of customers of auto- 
motive wholesalers into seven groups 
was made effective recently by the Code 
Authority of the wholesale automotive 
trade. This classification is provided 
for by the code which makes it unfair 
competition to sell any customer in a 
given classification at more favorable 
prices than is regularly given to that 
classification, although sales may be 
made at less favorable prices. 

The seven classifications set up are: 

A—ConsuMERs—AIll owners of pri- 
vate motor vehicles. 

B—RETAILERS—Includes storage ga- 
rages, parking lots, maintenance ga- 
rages, gas and oil stations, used car 
dealers, etc. 

C — RetaiLers— Retail automotive 
merchandise stores, chain gas and oil 
companies operating 10 to 49 (inclu- 
sive) stations, body builders, new car 
dealers and contract dealers. 

D—RetTAILERs—Car distributors, in- 
cluding factory branches, gas and oil 
companies operating 50 or more sta- 
tions, chain retail automotive stores of 
three to 24 units. 

E — Sem1-WHOLESALERS — Persons 
selling both at wholesale and at retail 
with established place of business and 
assorted stock of automotive merchan- 
dise valued at not less than $2,500 at 
cost. At least 30 per cent of volume 
must be wholesale. 

X—SMALL FLeetTs of 5 to 49 vehicles 
used for business. 

Y—Larce Fieets—50 or more ve- 
hicles used for business. 


v 


Portable Lamp Code to Require 
Approved Electrical Materials 
Proposed new rules of trade practice 

for the portable electric lamp and shade 

industry will be discussed at a public 
hearing October 11 in the Raleigh Hotel, 

Washington. Acting Deputy Adminis- 

trator Dexter A. Tutein will preside. 

Practices which the amendments seek 
to bar include consignment selling, mak- 
ing contracts guaranteeing against a 
price increase, price discrimination by 
split shipments, advertising in the house 
organ or catalog of an individual pur- 
chaser, accepting return goods that are 
not defective, and selling unmarked 
goods. 

Style piracy would be forbidden, and 
the Supervisory Agency constituted the 
registration bureau for original patterns. 
Homework would be forbidden after 60 


days from the effective date of the amend- 
ment. A mark-up of at least 70 per cent 
above direct labor and material would be 
required. All electrical materials used 
would be required to comply with the 
established National Electrical Manufac- 
turers Association or Underwriters Lab- 
oratories standards. 

All of the above amendments were 
proposed by the code authority for the 
electrical manufacturing industry, of 
which the lamp industry is a subdivision. 
The NRA Consumers Advisory Board 
submitted its standard recommendations 
on consignment selling, price discrimina- 
tion by split shipments, returned goods 
and style piracy. 

As approved on June 27, 1934, the 
lamp code trade rules covered only a re- 
quirement for written orders and strict 
regulation of demonstration allowances. 


v 


TVA Extends Its Program of 
Appliance Financing 

An extension of the financing program 
of EHFA within the territories served 
directly by TVA power has been an- 
nounced by George D. Munger, commer- 
cial manager of EHFA. The new policy 
will extend EHFA low-cost financing of 
domestic electric equipment to the com- 
plete line where a manufacturer has an 
approved TVA model. 

For instance, if a manufacturer has an 
approved TVA-emblem refrigerator, all 
sizes of refrigerators manufactured by 
him may now be purchased on the 
EHFA financing plan in communities 
served by TVA power. If the manu- 
facturer has an approved emblem appli- 
ance in all three appliances now financed 
by EHFA—range, refrigerator and 
water heater—all models of these types, 
regardless of size, will be procurable on 
EHFA customer-financing in territories 
served by TVA electricity. 

The use of the emblem, however, will 
be restricted to the low-cost appliances, 
as is the present practice. 








Knows His Stuff: Vv. V. Cowen, pur- 
chasing agent, Stubbs Electric Co., Port- 
land, Ore., has been with Stubbs Electric 
10 years and is a member of the National 
Association of Purchasing Agents. 
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eoroe ACuster 


Born, New Rumley, Ohio, 1839. 
Killed June 25, 1876, on the 
Little Big Horn, Montana. 
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As a cavalry commander in 
the West he several times de- 
feated the hostile Indians, but 
on June 25, 1876, a force of 
Sioux, who outnumbered him 
ten to one, annihilated him 
and five companies of cavalry. 
Custer was one of America's 
most brilliant cavalry officers. 
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No other line of Safety and 
Meter Switches has as brilliant 
a record for consistent quality 
and performance as Colt Noark. 


There is a switch for every need from meter service to motor 
starting. Wholesalers not now handling this famous line of 
switches should write immediately for complete information. 


To the industry leaders at Detroit—Colt’s extends 
its endorsement and continued cooperation. 


COLT’S PATENT FIRE ARMS MFG. CO. 


Pioneers of Protection Since 1836 


ELECTRICAL DIVISION HARTFORD, CONN. 


Boston Chicago New York Philadelphia 


Pacific Coast Representative: H. B. SQUIRES CO. — SAN FRANCISCO, LOS ANGELES, SEATTLE 
EW 10-34 
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Trends in Distribution 


Digests of selected articles appearing in recent issues of business and 
trade publications which reflect distribution trends in various fields 





Appointing Appliance Dealers 

We believe the manufacturer and dis- 
tributor has a most important responsi- 
bility when appointing a dealer, to see 
that he is prepared to identify himself 
properly in the community and follow 
through with intelligent sales effort 
properly applied. 

In the wild scramble for business, too 
many dealers have been appointed to 
handle well known brands of merchan- 
dise, dealers who are neither qualified 
financially, from a sales standpoint, nor 
from a point of location of store, to do 
a satisfactory job. The inevitable re- 
sult is that the manufacturer and dis- 
tributor are disappointed, the merchant 
fails; leaving in his wake a lot of dis- 
satisfied customers. Peculiarly enough, 
the utility gets a lot of the blame for 
the situation. 


There is one fundamental in connec- 
tion with electrical appliances which 
seems to be overlooked by all merchants 
and quite a few manufacturers and dis- 
tributors. This is the fact that every- 
thing in the line, with the exception 
of the iron and lamp, is a specialty and 
requires specialized men to handle the 
sales. And too often sales methods that 
should only apply to the most well es- 
tablished commodity, such as sugar, salt 
and beans, are used.—HeEnry C. RICE, 
merchandising manager, Southern Cal- 
ifornia Edison Co., in Table Cookery 
Topics for August 1. 

i 


Wholesaler Differentials 


There are two underlying fundamen- 
tal factors which show evidence of a 
tendency, which if allowed to continue 
without modification, may change the 


whole aspect of our scheme of distribu- 
tion to the consumer. I refer specifi- 
cally to the extent to which the practice 
on the part of producers of allowing 
excessive quantity discounts to particu- 
lar retail buyers or any other distribu- 
tors to the consumer may undermine the 
foundation on which the small buyer 
may operate at a profit, and to the pol- 
icy on the part of certain producers to 
weaken the structure on which the vi- 
tally important function of the whole- 
saler in our national plan of distribution 
rests. 

The wholesaler from a standpoint of 
economy in distribution is the logical 
channel through which the manufac- 
tured products (with exceptions) should 
pass to the retailers, as wholesalers, if 
functioning correctly, should literally 
act as the distributing agents of manu- 
facturers and advisory buying agents 
to retailers over given territories. If 
the function of the wholesaler is recog- 
nized by legitimate differential discounts 
on the part of the manufacturer, the 
position of the wholesaler will be as- 
sured and that of the small independent 
retailer will be materially strengthened. 
—From an address by A. D. Wuite- 
SIDE, president, Dun & Bradstreet, Inc., 
before the National Merchants Associa- 
tion, Minneapolis, on August 8. 
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WHATS HAPPENED TO WHOLESALE TRADE IN THE 9 ECONOMIC REGIONS OF THE U.S. 
1933 Census Figures compared with those of 1929 
CENTRAL NORTHWEST MID- WEST NEW ENGLAND 
(4 States) (8 States) 
578 per cent decrease in total sales volume 56.4 per cent decrease in total sales volume 53.7 per cent decrease in total sales volume 
53! per cent decrease in sales per establishment 58.6 per cent decrease in sales per establishment 44.6 per cent decrease in sales per establishment 
29 per cent decrease in number of establishments 5.3 per cent increase in number of establishments 16.3 per cent decrease in number of establishments 
Percentage of total US.trade :1929= 3.43~ 1933=3.29 Percentage of total US trade :1929= 23.02- 1933 22.8! Percentage of total U.S trade: 1929 = 6.04-1933=6.37 
PACIFIC NORTHWEST ) 
(3 States) 
548 per cent decrease in total 
sales volume s 
55.5 per cent decrease in sales aide, 
per establishment - 
1.6 per cent increase in number = 
wontons of total U.S. trade: ‘ 
1929=250- 1933= 2.22 : 
CENTRAL ATLANTIC 
55 per cent decrease in total sales volume 
49.4 per cent decrease in sales per establishment 
Il per cent decrease in number of establishments 
Percentage of total US trade: 1929=35.38-1933+36.19 
SOUTHEAST 
549 per cent decrease in total sales volume 
48.2 per cent decrease in sales per establishment 
PACIFIC SOUTHWEST 12.9 per cent decrease in mumber of establishments 
(5 States) Percentage of total U.S.trade : 1929= 5.43-1933=5.58 
45.8 per cent decrease in total sales volume Pm) 
51.7 per cent decrease in sales per establishment 
12.4 per cent increase in number of establishments 
Percentage of total US. trade: 1929=6.50~ 1933=8.00 
GULF SOUTHWEST 
FOR THE UNITED STATES WEST MID-CONTINENT (7 States) 
“a 60.3 per cent decrease in total sales volume 
; 1929 P 1933 po at (4 States) st per cent olecrease in sales pe r etabieberant “a 
ili 482 milli - 55.9 65.1 ent decrease in total sales volume per cent decrease in number menmert 
a ae, 69,056 millions * 30,482 millions ui onl —- decrease in sales per establishment Percentage of total U.S.trade: 1929 = 1387 -1933= 12 52 
establishments 169,655 159.724 -59 66 per cent increase in number of establishments 
esbarat . . Percentage of total U.S trade: 1929= 383 ~1933= 3.02 
employees 1,605,042 1,179,358 - 26.5 
Salaries and 
wages paid $3,01Omillions 1,645 millions —45.3 
Average sales $ $ 
per employee #43,025 25,846 40.0 BUSINESS WEEK 
AS APRA EET: 
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SPECIALISTS iN RUBBER S 





An old company offers you 


A NEW PRODUCT 


When a firm like Jenkins Bros. that has been in 
business for 70 years, turns out a new product— 
that product simply has to be good. 

Jenkins Bros. have a reputation for high quality 
to maintain. This fact is your best assurance of the 
outstanding merit and reliability of GOLD SEAL 
Friction Tape and GOLD SEAL Splicing Compound. 


Here are quality products at competitive prices 
... produced by men who are experts in rubber 
and who are trained to get the most out of honest 
materials. Here are combined all the good points 
of the finest tapes and splicing compounds avail- 
able anywhere. 


RUBBER 


JENKINS BROS.  piviston 





The line is complete—from regular commercial 
friction tapes and splicing compounds, to materi- 
als that will meet the most exacting specifications. 

Remember the name “GOLD SEAL’’—and the 
distinctive red and green packages—you're going 
to hear a lot about them. 


@ We want you to see and test these two new 
products for yourself. They are wrapped and 
sealed in Cellophane—will be marketed exclu- 
sively through the wholesale trade. Send us 
your name and address and we will gladly 

mail you a full-sized sample of each. 


BRIDGEPORT, CONN. 


“OMPOUND 





























INDUSTRIAL Duty 
SAFETY 


CurLer’Hamuen A 











SWITCH 
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Top illustration: the Bul. 4115 Safety 
Switch. Also made in explosion-proof and 
dust-tight models. Explosion-proof model is 
shown above—for Class I, Group D locations 
(gasoline and alcohol fumes, etc.)—in non- 
fusible 30, 60, 100 and 200 ampere sizes, single 
and double throw, quick make and quick 
break . . . For dust and lint conditions, or for 
weather-proof installations, use the same 
switch in dust-tight, weather-proof type, at 
lesser cost . . . an enduringly protective 
weather-proof line, not made with perish- 
able gaskets. 








EXTREME 
COMPACTNESS 


AND 


VERY HIGH 
CAPACITY 








Cutler-Hammer pioneered the art of han- 
dling electric current, and today, whatever 
the amperage, the same background of lead- 
ership in current controlling devices guides 
C-H design and manufacture. Thus C-H 
Safety Switches are packed with superior 
features. The Universal Duty Bul. 4115 is 
an example. Patterned after heavy duty de- 
sign, it has excellent electrical characteristics, 
yet it is unusually compact. In fact, the size 
of this switch is much smaller than you would 
expect of the customary type A switches. 

Bul. 4115 has double arc-blanketed con- 
tacts with resulting high rupturing capacity 
suitable for handling frequent interruption of 
heavy currents—has individual unit poles; 
safety dead front construction—has self- 
aligning “U” blades with non-current-carry- 
ing hinge posts—has Thermoplax base in- 
stead of porcelain or slate—has torque spring 
mechanism with no dead points, and cad- 
mium plated copper parts and mechanism. 
Bul. 4115 is also available in dust-tight and 
explosion-proof types. 

Such value indicates the profit possibilities 
and user satisfaction in C-H Safety Switches. 
Alert independent electrical wholesalers 
stock the complete C-H Line. CUTLER- 
HAMMER, Inc., Pioneer Manufacturers of 
Electric Control Apparatus. 1327 
St. Paul Ave., Milwaukee, Wisconsin. 

a e 
Cutler-Hammer Meter Service Switches, 


of types approved in most localities, are built to the 
same standards as C-H Safety Switches. Ask for catalog. 
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At the Book-Cadtllac 


On the Following Pages is Pre- 
sented an Exhibit of Electrical 
Products Arranged for the Annual 
Convention of the National Elec- 
trical Wholesalers Association at 
the Book-Cadillac Hotel, Detroit, 
October 15 to 17, 1934 
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Now a Scientifically Designed 
VENTILATING FAN THAT MEETS EVERY TEST 


A new type of fan that means MONEY MAKING for 
you and your dealers. The Ventura Ventilator, because 
of its scientific design and quiet operation, is a “natural” 
for installation in stores, offices, factories, shops, garages, 
theaters and restaurants. 


Inspect its streamline ring (Fig. 1). It serves as both fan 
inlet and dis- 
charge outlet. It 
is the result of 
years of prac- 
tical experience 
and research 
by American 
Blower Engi- 
neers. 


Then look at 
the fan blades 
(Fig. 2). Why, 
they're differ- 
ent! But they 
give an imme- 
diate impres- 
sion of handling 
alot of air—and 





tests prove it! 


Compare the 
new Ventura 
Fan Wheel 
(Figs. 2 and 3) 
with any other 
typeyou veever 
seen and you'll 
know it's right. 


Tests conduct- 
ed in accord- 
ance with the 
Standard Test 
Code ofthe Am- 
erican Society 
of Heating & FIG. 2 

Ventilating Engineers demonstrate that the new Ventura 
Fan isso superior there just isn't any question. Compare 
your total installed cost for these new square plate fans 
with circular frame fans. From the cost standpoint alone 
you will find you are dollars and cents ahead, to say 
nothing of the extra air handled. Glance over the 
power consumption figures on tests run according to 
the standard practice of the American Society of Heat- 
ing & Ventilating Engineers and you'll immediately 
see that, for the amount of air handled, comparisons 
do not exist for this fan. 

Quietness in operation, too, is a factor. You've heard 
ordinary fans and that’s “enough said,” but wait till 
you hear this one run (Figs. 4and 5). Operating at top 
speed it is actually as quiet as a small sailboat slipping 
through the evening breeze. 


American Rlowe 


Marocke™ VENTILATING. HEATING. AIK CONDITIONING, DRYING. MECHANICAL DRAFI 
» 


rarer SD 6 ck asttcmy cone 





Measureit againsttans 
of many more blades 
(Fig.3), and you'll find 
the same results— 
greatercapacity, lower 
power consumption 
and quieter operation. 


Look at it from the 
standpointofvibration 
(Fig. 1). The motor is 
quiet operating, spring 
suspension mounted 
(patented feature), the 
nt conduit is flexible, to 

FIG. 3 preserve the resilient 
motor mounting, and the motor supports are of 















G.4 
sturdy round seamless-steel tubing—all combining to 
prevent any drumming effect. 





To back up this fan are complete sales and advertising 
plans that make it sell. Mail the coupon for free copies 
of the new 1934 American Blower Blue Book. 

AMERICAN BLOWER CORPORATION, DETROIT, MICHIGAN 


CANADIAN SIR@CCO CO., LIMITED, WINDSOR, ONTARIO 


BRANCH OFFICES IN ALL PRINCIPAL CITIES 
Division of American Radiator and Standard Sanitary Corporation 





FIG. 5 


AMERICAN BLOWER CORPORATION, 6000 Russell Street, Detroit, Mich. 
BRANCH OFFICES IN ALL PRINCIPAL CITIES 


Please send FREE copies of the 1934 American Blower Blue Book for dealer 
distribution. 


Name Address 
City 





State. 
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FLECTRICAL ° 
WHOLESALERS | 


: BULL DOG 
“ Welcomes You 


Zo DETROIT - 
| October 15°16°17 














ee 




















While you are attending the 
Convention in Detroit, we” 
extend a cordial invitation to 
visit the Bull Dog Plant, and 
see some of the New Products 
we are preparing for you. 


These New Items incorporate 
some really worth-while 

features that should help you 

secure more of the available 
business in your territory. 





Ra 
—_ \ . 
SAFETY SWITCHES LIGHTING PANELS 
FUSENTERS POWER PANELS 


SAFtoF USE. Kbl-DUCT—Trel-e-DUCT 
SAFtoSWITCHBOARD BUStribution SYSTEMS 


Se 


BuLLDoG ELEC-TRICPRODUCTS Co. 


DETROIT MICH. U.S.A. 









































The Home of Bull Dog Electric Products, Detroit. 














ELECTRICAL 


uc LAMP LO4, 
S 


Cototey No. 1311 


Recent inprovements make these 
Switches the sturdiest of their 
kind, mechanically and electri- 
cally. (Sample on request.) 


A winning pair for replacement 


Catalog No. 1815-D Catalog No. 1325 
line of Triplex Convenience 
all purpose Switches Outlet 


WHOLESALING 
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rite for your supply of MODERN 


MAGIC, it is a pocket size catalog 
of the P&S-Despard line. 
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eRWRIT ERS LABORAT, 
(yO INSPECTED CONDUIT Ries 


GALVAKOTE) 


TRADE MARK 


CLAYTON MARK & CO. 4 
CHICAGO, vu.S-A-— 




























Lo 


WRITERS LABORay 
SHO nseect ED conouiT és 


ENAMELKOTE 


TRADE MARK 


CLAYTON MARK & CO. 
CHicaGo, v.S-A: 










“ELECTRICTUBE” is made of best quality open 
hearth steel cold rolled strips, uniform in required 
gauge with both surfaces extremely smooth. The 
steel strips are fabricated into tubes perfectly 
circular in form and homogeneously electrically 
welded without interior or exterior ridge or 
groove at seam; tubes are accurate exterior diam- 
eter insuring satisfactory use of any standard 
dimension threadless fitting; interior diameter 
same as standard rigid steel conduit pipe of same 
nominal size. 








LEADING 
















“ELECTRICTUBE” 


MANUFACTURED BY 


CLAYTON MARK & CO. cicaco, u.s. A. 


DISTRIBUTED BY 
WHOLESALERS 


Are YOU Selling 
THIS BETTER CONDUIT ? 


The low operating cost of any job is 
dependent to a large extent upon the 
ease with which conduit can be handled. 
"GALVAKOTE" and "ENAMELKOTE" 
bend, cut and thread easily. All threads 
in couplings and on pipe are accurately 
cut to standard gauge. 


The certainty with which this conduit 
performs its electrical duty of protec- 
tion is a factor in economy that is recog- 
nized by leading contractors, builders 
and architects. 


SEALTIGHT THREAD PROTECTOR 


"“ENAMELKOTE" can be furnished with 
either the "Sealtight'’ Thread Protector or 
the regular Fibre-and-Steel Protector, ¥ 
either of which assures perfect and clean 
threads upon removal. 








HOMOGENEOUS WELD _. 
ELECTRICAL METALLIC TUBING 


“ELECTRICTUBE” bends easily 


and ends flange without breaking or 
fracturing; tubes are straight with 
ends square cut and free from inside 
or outside burr; metal cap is applied 
to each end to prevent damage. 


t 


ns 
i 














EVERYWHERE 
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THE TRUMBULL ELECTRIC MFG. 


Plainville. A GENERAL ELECTRIC @ ORGANIZATION Conn. 








Installed by Robert Denike, Inc., Engineers and Contractors, New York City 


TRUMBULL SWITCHES MEET 
VARIED SPECIFICATIONS 


All Trumbull distributors and distributors’ salesmen will find 
new features that contain selling value in the above installation. 


This installation meets varied specifications and shows a 
complete power and lighting layout each separately metered 
in a large plant. 


Instead of having the usual individual Safety Enclosed 
Switches for motor disconnects, a ConverTi-Fuse main power 
dead front panel 73” high serves this purpose for thirty-three 
motors and includes seven disconnect switches for spares. All 
circuits are numbered and readily identified for each motor 
starter and disconnect. 


Individual motor starting is provided by 25 remote control 
and 4 local control "M-7!/," Across-the-Line Magnetic Motor 
Starters and four 'M-25" Combination "RM" Safety Discon- 
nect and Magnetic Starters. 


Type NTP-3C Panels control twelve 30-Amp. 3-Wire light- 
ing circuits. 


The Trumbull Company offers a complete line of interior 
electrical distribution and control equipment for all classes of 
buyers—factory and residential. 


Sell the "Circle T" all-inclusive line idea to your customers. 
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THE OLD... 


»«» THE NEW 


Electrunite Steeltubes Conduit with the knurled it 
side finish showed by actual test a saving of 30 per cet! 
in the effort required to pull cable through. The 
cable rides the tops of the tiny knobs instead of mak: 
ing contact the entire length. 
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ELECTRICALLY 


October, 1934 


BCONDUIT m me WORLD &2Z 
HOLDS ITS OWN CONVENTION 


When the National Electrical Wholesalers’ 
Association meets at Detroit, there is one 
subject that will not be discussed at the 
scheduled meetings—‘‘What can the whole- 
saler do to increase sales 
of ELECTRUNITE 
™ ™& STEELTUBES?’’ So 
we'll discuss it here in 
a little convention of 

our Own. 

He can bring ELECTRUNITE STEEL- 
| TUBES to the attention of every contractor 
to whom he sells. He can tell how the new 
inside finish cuts down friction and makes 
wiring approximately 30% easier. He can 
§ point out the fact that it cuts and bends with 
less effort. He can point out the savings 
that result from the use of simple couplings 


Electrical Division 


instead of threading at every joint. He can 
emphasize the almost universal adoption of 
ELECTRUNITE STEELTUBES by contrac- 
tors who, at first skeptical, tried it and were 
convinced of its merits. 

That’s the job that Steel and Tubes, Inc., 
has been doing by means of missionary sales 
effort and national advertising —two-page 
advertisements like this one in Electrical 
Contracting, month after month. Let the 
wholesaler lend his cooperation to our efforts 
and the result can never be in question—in- 
creased sales and increased profits—because 
the distribution of ELECTRUNITE STEEL- 
TUBES will never be spread too thinly over 
too many outlets. Gentlemen, with this part- 
ing injunction, ‘‘Let’s Work Together,” the 
convention is adjourned. 


SILES 
<* ba 


STEEL AND TUBES, INC. 4% 7 


WORLD'S LARGEST PRODUCER OF ELECTRICALLY WELDED TUBING 


CLEVELAND « « * OHIO 





SUBSIDIARY OF REPUBLIC STEEL CORPORATION 


sf 
Be 


= GS 
< 

ee SS 

2 x 

¢ 

l¢ 4 \t ) 

to, No CONCER 

T InN cindt 


Knurled inside finish avasi- 
able in \4",3;" and 1" sizes. 
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Increase your Tape Sales 
— give Clifton Quality 


to your customers 

















WHAT WE NEED 
TODAY IS CONFIDENCE 


Confidence in your suppliers is a tangible 
asset to any jobber. When you know a 
product has withstood the test of time 
you can have this confidence. 


The CLIFTON MANUFACTURING 
COMPANY is one of the oldest manu- 


facturers of friction 















tape. These high qual- | | r= — 
ity tapes are backed by 




























Sold Through more than 40 years’ ex- | | ORINOCO 4 
Jobbers Onl / perience and the best Splicing Compound 
ouvers wnlY+ possible tape knowl- es 














Sample gladly sent for edge. Hence CON- are ee CO., Ino. 


critical comparisons 











with your present sup- FIDENCE. 


ply. See why this tape 
is being specified by 









leading power com- CLIFTON MFG. CO., INC., BOSTON, MASS., U. S. A. 


anies and street rail- : 
na ” 65 Brookside Ave. 


Manufacturers of Tape Since 1888 
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YOUL WITINS 


device needs 
ro | Sa/Ns/ 


Anrow Timesaver 


















memo — 
/here: For plug outlet (im 






: in addition to | 
: ss | 


| 4 f switch — : 
: = SWITCH and PLUG OUTLET 


: here : 
| nce outlet with : : 
i mat! , | 7 ligh Sages 
3 cand bratket | p tant ; / | 
light U4, | Git and PLUG OUTLET : 
| ilightk— YA YY 3 
Ss 2 SsWiTc kitchens, laundries, : 7 
; ; : TL-617 | 









3 — fr appliance with | 

a snaieel 3 5 I, 3 light and switch— 7 3 
3 ob heal H¥/MWITCH and PLUG OUTLET a. 
| li 3 SWITCHE ] : y pe C and ordinary 7 | 
: ‘Sec col oe np Abads — economical : | 3 
a r= et ligh : Z : 
$ ig 3 


: ‘with warning’ 
aN WARNING L why | Here are Switch, Receptacle and Pilot Light Combinations for 
YG every convenience in wiring. Assembled in just the arrangements 
needed — in small Bakelite bases with ample wiring-room . . . 
Check over the devices above, in connection with the require- 
ments of your customers. Make this page your Memo Order- 
Sheet... Write for 4-page data-bulletin showing the T-L Line 
eaiabihiels for profitable wiring device business. 


, : For extra 
Toss additions 
: . regular duple 
awd! 3 OUTLET 


ARROW ELECTRIC DIviISION 


THE ARROW-HART LEG ELECTRIC CO. HARTFORD, CONN. 
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PROTECTIVE JOBBER POLICY 
FOR OVER 40 YEARS! 


YAN T Superior Wiring 
Manufactured by THE BR 


ERS OF “SUPERIOR WIRING DEVICES” SINCE 1888 
NEW YORK 100 East 42nd Street . CHICAGO 844 West Adams Street . . SAN FRANCISCO 149 New Montgomery Street 
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Z NEW BRYANT cata 


The sale of 
“SUPERIOR WIRING DEVICES 


will be stimulated. 
























The National Housing Act affords 
a new opportunity to sell Bryant 
Wiring Devices for better housing 
— for comfort and convenience. 


The devices shown below and 
hundreds of other specialties 
make the Bryant line a profit- 
making one for Bryant Distrib- 


utors. 
* 
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“Perfection is Not an -Accident”’ 























rom er ase: 


QUALITY 


Electrical Specialties 


Have pioneered and led 
the field in originality and quality 


In 15 years the Eagle Factory has grown from 2 employees to 300:— 
from | item to over 500! 4 


THERE MUST BE A REASON |! ! 


Write for our new catalogue, just off the press and see for yourself! 


EREDAR NP OE STITH Ie NL iia ak ee 


AND a 
HUNDREDS OF We also have a dealer's net resale 
OTHER EAGLE catalogue for your salesmen 
SPECIALTIES ‘ and dealers i 
Eagle Electric Mfg. Co., Inc. | 
59-79 HALL STREET BROOKLYN, N. Y., U.S. A. 





CHICAGO ° SAN FRANCISCO . BOSTON ° MILWAUKEE ° ST. LOUIS 











SOR Ce 
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THE JUMBO PACKAGE 

























Contains 10 standard No. 8 
\2 ge yer rolls. The economical way 

1's gz : ; 
7 Dp ¥ for repairmen, electrical 
go? contractors and industrial 


users to purchase Friction 

Tape, where individually 

cartoned Tape is not 
required. 


INSULATING TAPE 
Fuses instantly without hea’ 
Molds into one solid piece. It 
s-t-r-e-t-c-h-e-s without break- 
ing because it contains more 

live, new rub! 








COUNTER DISPLAY CARTON 
The Nos. 1, 2, 4, and 8 sizes of DUTCH 
BRAND Friction Tape are packed in con- 
venient size units for easy handling and 
effective display. 


Something to talk about means “selling features” 
and “quality features” expressed in terms of 
“what the product will do for the buyer.” 


Here’s a quick picture of DUTCH BRAND advantages: 










Quality Features for the 
User 
1 Manufactured by our own 4 
¢ ply impregnation process. Not 
2 coats or 3 coats of rubber com- 
pound, but 4 plies of rubber uni- 
formly applied 2 on each side that 
give it long life . . . in any climate. 


2 The 4 ply process eliminates 
¢ pin holes and imsures extra 
insulating safety. One thickness re- 
sists 2200 volts. 


3 The edges do not fray. Every 
¢ inch is usable right down to 
the core. 


4 It is made on a base of tough 
@ close-woven sheeting that brute 
strength can’t easily break. 


5 Its great adhesiveness is always 
® fresh and is not of the gooey or 
thessy type. It won’t dirty the hands. 


6 It not alone meets, but exceeds 
* the quality specifications of the 
leading tape authority, the Amer- 
ican Society for Testing Materials. 


Sales Features for the 
Dealer 


1 Originated the counter display 
* carton for tape, a successful 
builder of sales for years. 


2 Originated the metal counter 
* dispenser for all four sizes, the 
most revolutionary tape sales idea 
yet introduced. 


3 Pioneered the 10 roll Jumbo 
* Shop Package, the economical 
package for all industrial users. 


The only tape advertised in 

* national consumer magazines 

such as Collier’s and The Saturday 
Evening Post. 


Consistent program of adver- 

* tising in many trade papers 
including Electrical Contracting 
and other forms of helpful advertis- 
ing such as a two year exhibit at A 


. Century of Progress. 


Selecting Friction Tape is not a game of blind man’s 
bluff. There is a difference: If you are not selling 


. 
ora 
een ee 


DUTCH BRAND, we cannot guarantee you any- 
thing except that one experience in offering it to 
your trade will make you confident that you have 
at last secured the ideal tape set-up. 

Why not talk it over with the DUTCH BRAND 


sales representative in your territory or write us direct. 


DUTCH BRAND Friction Tape, Rubber Tape and Soldering 
Paste are sold by electrical jobbers everywhere 





DUTCH BRAND 
SOLDERING 


A scientific mixture— 
non-corrosive. Cleans 
as it works. Holds solder 
fast. Less paste required 


VANCLEEF BROS. 33% 


Manufacturers Friction and Rubber Tape and Soldering Paste 
Woodlawn Ave., 77th to 78th Streets, Chicago, U. S. A. 






PASTE 










per job. 
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Mnyonia Quality” 


The reputations of 
the wholesalers who 
handle the Ansonia 


line are the best 
guarantees of 
its quality 





A TIME TESTED LINE OF ANNUNCIATORS, BELLS AND PUSHES 


The ANSONIA line has earned its favorable regard by jobbers and contractors through more 
than fifty years of consistently high quality and fair dealing with the trade. 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


ANNUNCIATORS—BELLS—PUSHBUTTONS 
WEATHERPROOF AND SLOWBURNING WIRE AND CABLE 
MAGNET WIRE—ANNUNCIATOR WIRE 
DAMPPROOF OFFICE WIRE—ANTENNA WIRE 





SEND FOR FREE BULLETINS 








The Ansonia Electrical Co. 
Ansonia, Conn. 
Gentlemen: 


Yes, you may send me copies of your bulletins and price lists 
of A ia a jiators, bells and pushes, 
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"They said: It’s a “Honey!” 


*™ He says: It’s a “Pinch Hitter!” 


Others say: “It sells the job!” “Makes cus- 
tomers happy!” “Like to work with it!” 
“Neat!” “Very handy!” “Fits ALL surface 
conditions!” “Best ever!” Etc., etc., etc.... 


But THE MAIN IDEA is the SAME! 


RET OND aa 
% Many contractors have used this phrase! ** A Manchester, Mass., contractor uses this expression. 


The fact is that MIDGET is 
rapidly supplying a “long 
felt want” in the industry! 


The fact is that THOUSANDS of 
contractors are writing us. They 
say that MIDGET 1s solving 
many problems, opening up new 
fields and making money for 
them in many ways! 





a) 


a 























You will like MIDGET because it has 
the well-known WIREMOLD 
CHARACTERISTICS —neatness, 
versatility, permanence and ease of 
installation. 


THE WIREMOLD CO., Hartford, Conn. 


MIDGET is a smaller size Wiremold 


It EXTENDS the Wiremold Zone of Usefulness into new fields! 


aR te 
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Everpur is an alloy composed almost 
entirely of copper, with silicon and other 
alloying elements added to provide great 
strength, toughness, and high resistance 
to fatigue. Its strength, comparable to 
mild steel, is indicated by the tensile 
strength of Everdur Electrical Conduit 
— approximately 60,000 lbs. p. s. 1. 
Everdur is not a new alloy, but has over 
a period of years encountered increasingly 
widespread use where superior physical 
properties p/us excellent corrosion-resis- 


tance are essential. 


*Trade Mark Reg. U. S. Pat. Off. 


ANacoNDA 


Naki? lial ad 














Everdur Electrical Conduit is made 
in the following sizes all of which 
are furnished in standard 10’ lengths: 


Nominal 
Sizein 
inches 


¥% 

Vy 

” 
1 


1% 
14 
2 


Outside 


0577 

-706 

922 
1.165 
1.51 
1.74 
2.19 


Inside 


-493 

-622 

824 
1.049 
1.38 
1.61 
2.06 


Wall 
Thickness 
-042 
.042 
.049 
.058 
.065 
.065 
.065 





<A THE AMERICAN 
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Non-rust... Light weight... Strong 


Listed and labeled as Electrical Metallic Tubing 
by UNDERWRITERS’ LABORATORIES 


A LONG felt need for a more durable conduit has been met with a com- 
pletely non-rusting Electrical Metallic Tube—‘‘Everdur Electrical Conduit” — 





developed by Anaconda. This product has been successfully tested for con- 





ductivity, short circuit and ground, resistance to arcing, electrical bonding, 





tensile and compressive strength, and resistance to impact. @] To assure 





unrivalled durability, ic is made of Everdur, a strong, rustless, mod- 





erately priced copper-alloy (see opposite page). Q| Everdur Elec- 





trical Conduit is accurately drawn to size for use with thread- 





less Everdur fittings now available from the Crouse-Hinds 





Company. Q@| The durability of Everdur makes this 





new, rust-proof conduit advantageous for use wher- 





ever the deteriorating effects of corrosion render 





commonly used conduit unsatisfactory from the 





standpoints of ultimate cost and maximum safety. 





Sold through recognized distributors 


BRASS COMPANY 
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POLLY BRAND xMAs TREE OUTFITS—THE LINE 
CREATED FOR THE WHOLESALER 


THE MOST ADVANCED OF ALL ELECTRICAL DECORATIONS 





























100% MAZDA—100% AMERICAN MADE 


The POLLY LINE 


should be recommended to all dealers 
by wholesalers, because it is the only 
brand sold through wholesalers. 


Our Prices are in line with the market. 


No Extra Charge or premium is asked 
for quality merchandise that has no 
ak 





TO THE TRADE— 

Take Notice! 
Our customers’ rights will be protected by us against any claims of patent 
infringement that may be made against them. 


Send all notices to SHELDON L. POLLOCK, Attorney for LEO POLLOCK 
CORPORATION, 644 Broadway, New York City. 


The Polly Brand Christmas Line, with all of its improvements and new fea- 
tures, is original in its entire make-up. Patent applications have been filed 
te protect our interests. 























OUTSTANDING 
Ji. ree 


|. All Lamps stay put in Polly Brand 
Sets: they do not come loose. 

2. The Wonder Series Set with the 
Automatic Signal Lamps. 

3. The Flexibility of our Coupling 
Connector. 

4. The Outdoor Multiple Set that 
can be built up from 5 to 10, 15, 
20 or more lights. 

5. The Tie Clamp for Outdoor Sets 
which binds them together pre- 
venting their coming apart. 

6. THE PACKAGE THAT IS COM- 
PLETELY NEW. 








Lin's SERIES 


MALZOA 





otvess. 
wor 








AMER ASRS Se ee ee SAR HES ER ww 

















Ww LEO POLLOCK CORPORATION, Manufacturers 


Seomanar 644 BROADWAY, NEW YORK, N. Y. 








Catalog and Prices sent on request 
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FRICTION TASS 


E —E COMPANY *% 


Panther Friction Tape. Nos. 8, 4, 2, 
and 1 in individual boxes, 


PANTHER FRICTION TAPS 








reaenos Ue 


Panther Display Rack. Contains 10 
pounds of Nos. 8, 4, 2, and 1 Panther 
Tape. 








Panther and Dragon Friction and 
Rubber Tapes are _ outstanding 
among commercial tapes because 
they are backed by the reputation 
and experience of the Okonite Com- 
pany, for over fifty years a leader 
in the insulation field. This back- 
ground accounts for such features 
as longer life, greater tensile 
strength and adhesiveness, freedom 
from ravelling, and stronger distinc- 
tive green cores. It accounts for the 
up-to-the-minute merchandising 
value of the striking Modern Pack- 
age and displays, and for the protec- 
tion of the Cellophane wrapping 
sealed around each roll, a feature 
originated by Panther and Dragon. 


Send for the Panther-Dragon Book- 
let and ask for further details. 


Sold Only Through Wholesalers 





Handy Package. Contains 10 unboxed 
rolls of Panther Tape, Nos. 8 or 4. 





RUBBER TAP 
NES wn cxonti commu 3g 


Dragon Rubber Tape. Nos. 8 4. 
Packed in individual boxes. 





Panther Counter Display. Contains 16 
rolls of Panther No. 2, 





Panther Counter Display. Contains 32 
rolls of Panther No. 1. 








Division of 


THE OKONITE COMPANY 
Factories: Wilkes-Barre, Pa. Passaic, N. J. 


HAZARD INSULATED WIRE WORKS 
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CIRCLE FLEXIBLE CONDUIT COo., Inc. 


BROOKLYN~ - 


ARMORED CABLE 

ARMORED CABLE LEADED 
NON-METALLIC SHEATHED CABLE 

BARE ARMORED GROUND WIRE 

BARE NEUTRAL SERVICE & RANGE CABLE 
BARE NEUTRAL ARMORED CABLES 
FLEXIBLE STEEL CONDUIT 

RUBBER COVERED WIRE 

POWER CABLES 

RUBBER COVERED LEAD ENCASED CABLES 
FLEXIBLE CORDS, ALL TYPES 

AERIAL WIRE 

BARE COPPER WIRES 

BELL WIRE 

THERMOSTAT CABLES 

BATTERY STARTER CABLES 

TELEPHONE WIRE 

SPECIAL WIRES & CABLES 


SH Yi 


SaLAAMMAD Liane 








‘dige>t takes pride in announcing to wholesalers the addi- 
tion of the following products: 


PARKWAY CABLES, ARMORED 

PARKWAY CABLES, NON-METALLIC 
VARNISHED CAMBRIC CABLES 

ARMORED SERVICE ENTRANCE CABLES 
WEATHERPROOF WIRES & CABLES 
ARMORED THERMOSTAT CABLES 
NON-METALLIC FLEXIBLE CONDUIT (LOOM) 
IGNITION CABLES 


These additions have been made to afford our wholesalers a 
source of supply for their complete requirements. CIRCLE 
expresses sincere appreciation to their distributors who have 
made it possible to offer this complete line. Our progress has 
as its foundation our policy of offering the Tooth whe. quality, 
best service. Our distributors know this; to others our advice 
is: Make CIRCLE prove this. 


NEW YORK 


*Represented throughout the country. Warehouses located in principal cities. 
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ING HELPS 


THAT BUILD SALES AND 
PROFIT ON THE LEADING 
SMALL APPLIANCE 


@ The Food Mixer is the one small appliance that is selling in big volume. 

It's in the right price range—the market hasn't been scratched. And 

every Hamilton Beach Food Mixer that is sold pays you and your dealer 
a full profit. 











To back up our National advertising on the finest mixer we have ever 
built—to help your dealers sell more of these mixers—we have prepared 
the most complete dealer resale program ever put behind a food mixer. 


Encourage your dealers to use these effective selling helps. We've spent 
a lot of money to give them this material—we want them to cash in on it. 


67% MORE 
POWER 


The New Hamilton Beach Model "C" $4 } 2 


Has 57% more power—new radio interference eliminator—new stream- 
line beauty. Retails for same price as previous model. 


100% WHOLESALER-RETAILER POLICY 


Every Hamilton Beach food mixer is distributed through Wholesaler and Retailer. We 
are for price maintenance and a full margin on every sale. This policy protects your 
profit. 


HAMILTON BEACH MANUFACTURING CO., Racine, Wis. 


HAMILTON BEACH 


WESTERN | g?s 
PRICE - 
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Pioneers in the Manufacture of 








Only. 


ing thru Wholesalers 


Quality Conduit and Cables. 


Sell 
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Stale 





EASTERN TUBE & TOOL Co., Inc. 





Established 1907 


Brooklyn, N. Y. 
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—are modern, inexpensive private telephones that offer new 





opportunities for profit for the progressive wholesaler. They are 
furnished in systems of two to eight stations for the office, factory, 
store or residence, using wall or desk type telephones. Ordinary 
dry cells furnish the necessary power for both talking and signaling. 
Installation is simple and inexpensive. Prices for complete systems 
(exclusive of wiring) begin at $10.00. Wholesaler's confidential 
trade sheet now available. Write or wire for details. 


AMERICAN AUTOMATIC ELECTRIC SALES COMPANY 
1033 WEST VAN BUREN STREET CHICAGO 
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GREENLEE HAS CREATED 


_ oN SCORES OF 
— | PROSPECTS FOR YOU! 
CASH IN ON 
GREENLEE TOOLS 


Harry W. Craven, a leading contractor of 
Evanston, Ill., found that he saved 15% to 20% 
on labor cost with the Greenlee Conduit Bender. 


"On its first job, the Greenlee Conduit Bender 
paid for itself," says G. B. Muench of the Olive- 
Muench Electric Co., Louisville, Ky. 


D. H. Nicholes of Chicago is another enthusi- 
astic user of the Greenlee Conduit Bender. He 
says, "I am pleased to give your bender my en- 
thusiastic endorsement." 




















From Portland, Ore., R. C. Kenney, Manager of 
the NePage, McKenney Co., writes, "The Green- 
lee Conduit Bender paid for itself in the first 
ten days." 


WHAT THESE ALERT 
CONTRACTORS SAY 

[taterOn // Meets, 1 S—~ |S TRUE—OTHER 
wort) | =~ 9/| y | CONTRACTORS IN YOUR 
cum: MH) TERRITORY ARE 
READY TO BUY THESE 
GREENLEE TOOLS! 












iSaved Enough 






Ask About These 


Greenlee Tools 









A SALES Hydraulic Conduit Benders 
MESSAGE ‘Hydraulic Pipe Pushers za 
\ HERE Knockout Punches ~ 
i * EVERY Knockout Cutters ~— 
1) MONTH Joist Borers ee 
TO SELL Electrician Bits 
FOR YOU Bit Extensions The Greenlee Bender for Rigid Conduit 


GREENLEE Toot Co. *?inois” 
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TOM THUMB 

UTILITY 

: OUTLET The No. 330 Tom Thumb Utility 

Outlet is a neat, compact, gen- 

f eral-purpose outlet. It is easily installed without the 
‘ use of special tools. Particularly adaptable in wood 
i floors, mantles, baseboards, short windows and 
i other places that are free from moisture or mechani- 
i cal injury. Can be installed quickly without marring 
; S the finish of the woodwork. Write for 

: FLOOR BOKE prices and discounts 

x 

; BULL DOG 

INSULATOR 

i SUPPORTS 

: High in tensile strength, 

x Bull Dog supports are 

a made of malleable iron. 

: For use in fastening por- The cup pointed, hard- 
‘ celain and glass insula- ened steel set screws in 
4 tors to exposed steel “Bull Dog” Insulator 
: framework when wiring Supports are inclined at 
4 iron or steel mills, in- a slight angle to insure 
4 dustrial plants, subways. a real “Bull Dog” grip 
bi bridges, ete. They are on the steel framework. 
: made in four sizes to ac- “Bull Dog”  Insulater 
¥ date all standard Supports are Cadmium 
x porcelain or glass insu- plated to insure against 
2 lators. rust. 


Pullman Manufacturing ©o. Latrobe, Pa. 
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Wholesalers Report that 


The Best Selling Season Since ‘29 
Has Already Starte 


Radio and appliance sales are already running well ahead 
of a year ago. Dealers have taken a new lease on life and 
a new spirit of confidence has come upon the entire trade 


ness has displayed for several months past, a new 
spirit of confidence is to be found in the radio 
and appliance trade. 

In the New York metropolitan area the electrical and 
radio show at Madison Square Garden has given the 
trade a new lease on life. Even before the show opened, 
a new confidence was apparent. E. D. Story, vice presi- 
dent of one of New York City’s largest appliance dis- 
tributors, the Viking Products Corp., told a represen- 
tative of ELECTRICAL WHOLESALING last month that, for 
the balance of the year, he looked forward to the best 
season he had ever had. While at this time last year 
his dealers were indifferent to appliances, this year they 
are seriously pushing electrical lines, pushing them to 
such an extent that he has been compelled to place rush 
orders on manufacturers to replace his depleted stocks, 
and has even experienced back orders on certain num- 
bers. He has found the demand to be especially heavy 
for radios, mixers and irons. 

And this condition has extended beyond Manhattan. 
Up in Bridgeport our reporter dropped in on the local 
branch of General Electric Supply Corp. He found 
Manager Harry Larke all pepped up over radio and 
appliance sales and looking forward to the best fall and 
holiday season since the days of ’29. Out at national 
headquarters on Boston Ave., R. J. Brown, manager of 
appliance sales, refused to prophecy but he did say “‘it is 
our plan to so exploit the sales possibilities of all the 
merchandise we handle that our business will show a 
material increase over the volume of last year. In so 
saying,” he added, “I hope we have eliminated ourselves 
from prophecy but indicated our convictions as applied 
to the lines we wholesale.” 

Over in the Merchandise Department of the parent 
company, J. L. Busey, sales manager of the appliance 
division, admitted that the new lines introduced at Camp 
Merchandise in August had resulted in a great back log 
of orders which the factory was striving diligently to 
fill and which would be cleared up within a short time. 
“We expect,” he said, “that the sale of our appliances 
for the last four months of this year will materially 
exceed the sale of those appliances during the same 
period in 1933, and in this connection I would state that 
our sales in the last four months of 1933 were excellent. 


[) se ha the sagging tendency which general busi- 


Business is good with us and we expect 
it to continue so throughout the season.” 

Down in Philadelphia, S. K. Eaton of 
the Rumsey Electric Co., had this to say: 
“In view of the increase in our sales of 
radio and appliances for the first eight 
months of this year, I have every reason to believe that 
our holiday business will run 20 per cent ahead of last 
year. There is unmistakably a better feeling in the air 
this year as compared with last and we find that money 
is being spent with less hesitancy.” 

L. E. Latham of E. B. Latham & Co., New York, and 
chairman of the Appliance Committee of NEWA, re- 
ported a steady gain in radio and appliance sales and 
expressed a firm belief that fall and winter sales would 
register marked improvement over last year. 

In Chicago, Fred Eiseman of the Revere Electric Co., 
was found to be anticipating a very satisfactory holiday 
volume and very hopeful that the National Housing Act 
would further stimulate appliance sales through putting 
additional money into circulation. Even out in Min- 
neapolis, where business has been hard hit by the drouth, 
D. E. Ford of Northland Electric Supply refused to be 
pessimistic and looked for bigger and better appliance 
sales this season. 

This new spirit of confidence, of hopefulness, is by 
no means limited to the wholesalers and dealers. The 
manufacturers have it, too. W. M. Schwartz, Jr., vice 
president of the Proctor & Schwartz Electric Co., Phila- 
delphia, is looking forward to the best fall season in the 
history of his company. Both wholesalers and dealers, 
he reports, are ordering with more confidence and larger 
volume than they were a year ago. 

M. V. Rutherford, sales manager of the Dominion 
Electrical Mfg. Co., in Minneapolis, stated that his 
firm’s sales thus far this year were practically twice 
as large as for the same period last year, and he antici- 
pated no let-up for the balance of 1934. 


PROMINENT appliance manufacturer in the 

middle west, who prefers not to be quoted as he 
dislikes to forecast, reported that advance orders from 
his wholesalers were excellent and that he fully expected 
his distributors and dealers to do a big holiday business 
on appliances this year. 

These opinions, taken collectively, seem to click pretty 
closely with Mr. Babson, who predicts that for the sec- 
ond half of 1934 “retail sales of thoroughly up-to-date, 
fairly priced products should be close to 50 per cent 
better than last year in many districts and on an average 
should perhaps be 25 per cent better.” 
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Holiday Leaders 






The appliances described on this page, also on the third page follow- 
ing, have been selected by their manufacturers as the leading 
items in their new fall lines. Live wholesalers’ salesmen will carry samples 
of these numbers when soliciting holiday orders from their dealers 


Pin-It-Up Study Lamp 

Outstanding feature of this study lamp 
is that it can be hung on the wall any- 
where. This makes it possible for the 
lamp to be used wherever light is needed 
for study or reading; in the dark corners 
where use of a floor or table lamp is 
impractical; over crowded desks where 
every inch of space is required; for 
foyers, reception rooms, dens, etc., where 
economy of floor space is necessary and 
the possibility of tripping over wires is 





ever present. Railley Corp., Cleveland, 
Ohio.—Electrical Wholesaling, October, 
1934 


Mixer Cabinet Set 


All-around convenience is afforded in 
this set consisting of cabinet, mixer and 
attachments. Mixer and most frequently 
used accessories are held on cover, which 
is lowered into cabinet when button is 
pressed. Additional space is provided in 
lower storage compartment for several 
small appliances. Double-convenience 
outlet, handily located on right side per- 
mits operation of other appliances on 


cabinet or nearby table. Cabinet finished 
in white enamel with black legs, three 
color combinations are available for 
mixer finish. Overall closed dimensions: 
height 34%”, depth 18”, width 21%”. 
Drop shelf on left side adds 10 additional 





inches to width. General Electric Co., 
Merchandise Dept., Bridgeport, Conn.— 
Electrical Wholesaling, October, 1934. 


Buffet Toaster Set 


Automatic toaster, tray, stainless steel 
knife and wooden cutting block compose 
the 1430-10 buffet toaster set. Toaster 
is thermostatically controlled, toasting 
two slices on both sides at same time. 
Thermostat, adjustable for any degree 
of toasting from light to dark, auto- 
matically turns current on and off when 
toast is done. Glow cone, set on top, 
lights when current is on and is darkened 
when toast is ready. Further warning 
given by a bell ringing when bread is 
toasted. Two doors, on either side, are 
opened and closed simultaneously by 
turning knob on end of toaster. Body 
is chromium plated, base and knob of 
black bakelite, adjuster knob and dial 
markings are white. Operates on 110 to 
120 volts, a. c. Tray is of bird’s eye 
maple with black striped inlay, black rim 


More Holiday Leaders are described i Page 64 


and light colored wooden handles. Dish 
divided into three compartments. Proc- 





tor & Schwartz Electric Co., Philadel- 
phia, Pa. — Electrical Wholesaling, Oc- 
tober, 1934. 


Revolving Head Mixer 


An adjustable revolving hinge joint is 
featured in this “Modern-Mode” mixer. 
Operating at three speeds, it mixes, 
beats, whips and extracts juices. Mixer 
can be set on stove and motor head 
turned completely around so that ingre- 
dients can be stirred while cooking. 
Motor removable from base and can be 
held in hand while using. Finished in 
golden green, ivory baked enamel and 
chrome plate. Equipped with 1 large and 
1 small mixing bowl, 1 extractor bowl, 





2 large paddles, 1 drink mixing paddle, 
1 extractor and strainer, 1 revolving 
platform. Dominion Electrical Mfg. Co., 
Minneapolis, Minn. — Electrical IV hole- 
saling, October, 1934. 
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What happened 





This time we discussed 
plans for 1935. We dis- 
cussed our relationship 
with you—where we were “at’’— 
where we were going—whether or 
not we should make any changes 
in our policies for the future. 





And here is the conclusion—the 
final result we reached: 


General Electric Hotpoint 
Policies will continue—intact 


General Electric is making no 
change, and does not contemplate 
making any change, in its G-E 
Hotpoint trade policies. 

General Electric will continue 


actively to promote the sale of 
Hotpoint appliances through 


A few weeks ago 


wholesale distributors. It will con- 
tinue to guarantee every distrib- 
utor a fair, adequate, legitimate 
profit. It will continue to offer the 
most complete line of products in 
the small appliance field. 


It will continue to develop new 
and useful products for which 
there is a known demand, and 


GENERAL @ ELECTRIC 





October, 1934 


in our 18th huddle 


we went into another huddle—our 18th this year 
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3 , offer these products to 
wholesalers immediately 
after they are perfected. 

In 1934 alone, Hotpoint will have 
introduced 18 new appliances. 

It will continue to do business 

with wholesalers in the spirit of a 
“good partner”—a spirit of fair- 
ness and consideration for our 
mutual interests. 


What G-E Hotpoint 

is doing to help wholesalers 

and wholesalers’ salesmen 
General Electric Hotpoint has al- 
ways operated on the phil- . gs ; 
osophy that it cannot do 
too much to help whole- 
salers and their salesmen. 





This policy will continue. 


Hotpoint field representatives 


will continue to do all in their 
power toassist salesmen—in open- 
ing new accounts and in keeping 
old ones sweet. The six Hotpoint 
Factory Branch Service Stations 
distributed across the country will 
continue to give the best and 
quickest service in making repairs 
and supplying parts. This service 
is assumed as a duty, which should 
not be relegated outside our own 
organization. 


In addition to this, Hotpoint 
will continue its effort to help the 
wholesaler move goods by planned 
advertising to both dealers and 
consumers. Over a period of 
TWENTY-FIVE years the Hot- 
point line has been successfully 
and aggressively advertised to the 
consumer. And for an equal length 


of time, dealers have been 
told, through trade publi- 
cations, of the advantages 
of the Hotpoint line. 


General Electric Hotpoint de- 
plores the present tendency to 
force the sale of goods by dodging 
around the wholesaler. It does not 
agree with this policy. Nor will it 
conform to it. 


General Electric Hotpoint be- 
lieves the wholesaler is perform- 
ing legitimate and valu- £2 
able services. It believes 
the wholesaler is essential 
to successful business operation. 


It will act accordingly. 
Ra 


‘‘Now is the time to buy’’ Soe 








GENERAL ELECTRIC CO., MERCHANDISE DEPT., SECTION E-8510, BRIDGEPORT, CONN, 























More Holiday Leaders 


Home Workshop 


Designed primarily for boys, this latest 
specialty appliance likewise appeals 
strongly to their Dads. It consists of a 





compact combination of tools, saws for 
both wood and metal with tilting saw 
table, lathe, sander disc, jigsaw, etc. 
The Workshop weighs about 100 Ibs. and 
lists at $99.50. Initial production will be 
handled at Nela Park. General Electric 
Co., Specialty Appliance Sales Dept., 
Nela Park, Cleveland, O.— Electrical 
Wholesaling, October, 1934. 


Pyro-Pantagraph Outfit 


An educational toy to be sold in 
electrical departments has recently been 
introduced. The “Vogue” pantagraph 
outfit, for the study of wood carving, 
consists of a pyro-electric pencil, a panta 
graph (for reproducing either reduced 
or enlarged designs), three wood 
plaques, finishing varnish and a brush. 
110 volts, d. c. or a. c. are used for oper 








Md. by SHERIDAN ELECTRO UNITS CORP. 








ating the electric pencil which consumes 
about as much current as an ordinary 
light bulb. A legendary display carton 
is furnished with every set. Sheridan 
Electro Units Corp., Chicago, I1l.—Elec- 
trical Wholesaling, October, 1934. 


Combination Cooker 


Every hot dish can be prepared on 
“Cook-All,” for it bakes, grills, steams, 
fries, roasts, toasts, broils and boils. En- 
tire ensemble includes; cooker with its 





plain cooking grids, lower one having 
grease drain leading into removable 
grease pan under the left side; pair of 
interchangeable waffle grids; special oven 
as shown performs all cooking tasks of 
the ordinary cooking range and complete 
set of special pans for muffins, cake, meat 
loaf, vegetables, individual pies, etc. 
Manning-Bowman & Co., Meridan, Conn. 
—Electrical Wholesaling, October, 1934. 





Improved Mixer 


Outstanding eye-appeal, efficiency and 
serviceability are the strong selling fea- 
tures offered by this improved Model D 
“Magic Maid” mixer. This model may 
be sold either with or without juice ex- 
tractor, and many practical attachments 
are available. Fitzgerald Mfg. Co., Tor- 
rington, Conn.—Electrical IVholesaling, 
October, 1934. 


Waffle Servi-Set 


Set consists of waffle iron, tray, syrup 
pitcher, batter bowl and ladle. Heat in- 
dicator tells when temperature is correct 
for baking. Grid design prevents escape 
of steam at black Moldarta handle. 
Batter bowl and syrup pitcher are crack- 
resisting, black glass, encircled with 
bands of silver harmonizing with finish 
of iron and tray. Waffle iron tray and 
ladle are finished in  non-tarnishing 
chrome plate. Iron is easily detached, 
thus making tray available for other 
uses. 600 watt waffle iron has 7%” grid. 
Detachable cord with miniature plug is 


included. Westinghouse Electric & Mig. 
Co., East Pittsburgh, Pa.— Electrical 
Wholesaling, October, 1934. 





Automatic Percolator 


This “Princess” model percolator has 
automatic time-control, which rings a bell 














when coffee is ready. .Time control can 
be set for desired strength of coffee. 
l'use-protected heating element never 
permits boiling of coffee. Robeson 
Rochester Corp., Rochester, N. Y.— 
Electrical Wholesaling, October, 1934. 





Holly Wreath 


The No. 65 “Polly” holly wreath is 
a most striking candle wreath, 12” in 
diameter and equipped with C-9%, 115 
volt red Mazda lamp, intermediate base. 
List price, $0.85. Leo Pollock Corp., 644 
Broadway, New York City.—Electrical! 
Wholesaling, October, 1934. 
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Know 
the Facts 
about 
McGill 
Products 









The new McGill Catalog is up-to-date, concise, complete. It illus- 
trates and describes many products you may be familiar with, as 
well as many new items recently added to our line of Electrical 
Specialties. McGill products are known for their high standard of 
quality, and long satisfactory service. 


1. Levolier Wiring Devices — for indus- 3. Loxon and Gripon Lamp Guards—here 








try, public buildings, and residences. 
The name Levolier has for years stood 
for real, super-value in individual light 
control —a compact, easy to install, 
reliable switch. A number of new items 
have been added to the Levolier Line. 


- McGill Portable Lamp Guards — there 
are many different models in this line 
of guards—and a wide price range for 
all types of customers. You will find 
a Guard to fit the needs of the factory, 
garage, store, or home. The line has 
been balanced up to today’s require- 
ments. It is worthy of your careful in- 
spection. 


again you will find a wide range of 
models, both plain and reflector type, 
for stationary and suspended installa- 
tions. Real value is built into this line, 
and the use of these guards is a real 
investment — saving breakage an‘d 
theft. The line has been improved 
where possible, and unnecessary mod- 
els eliminated. There are many places 
where guards can be suggested. 


. Miscellaneous Items— Coloring Fluid, 


Soldering Flux, Lamp Changers, Cord 
Spools, Chatterton Compound — such 
items as these complete the McGill 
Line. All items you can stock and sell 
at a profit. 


A copy of this New Catalog will be mailed you soon. 
Kindly take the time to look it through carefully. 









Pull Sockets 
Bracket Sockets 
Candle Pull Sockets 






Multiple Switches 
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Trade Associations 





C.E.W.A. Appoints McGivern as 
Managing Director 

A. J. McGivern, for many years man- 
ager of the Chicago branch of the Man- 
hattan Electrical Supply Co., has been 
appointed managing director of the Chi- 
cago Electrical Wholesalers’ Association. 
He has established an office at 600 W. 
Jackson Blvd., Room 701. 


v 


Electrical Manufacturers to 
Meet in Chicago 


The annual meeting of NEMA will be 
held at the Palmer House, Chicago, from 
October 16 to 20, inclusive. The prelimi- 
nary program provides for section meet- 
ings during the morning and afternoon 
sessions with open meetings scheduled 
for Wednesday and Friday evening. 


v 


Electrical Inspectors’ Convention 
Held in Cincinnati 


The 30th annual convention of the 
western section IAEI was held at the 
Netherland Plaza Hotel, Cincinnati, Sep- 
tember 11 to 13. Included in the pro- 
gram were discussions of explosion-proof 
equipment, the safety cord movement, 
radio interference and the electrical con- 
tractors code. D. T. Wadsworth, who 
served as general chairman of the con- 
vention committee, was presented with a 
bronze plaque by the visiting delegates. 


Vv 


Kansas City Proposes Ordinance 
to Outlaw Defaced Radios 


The Electric and Radio Association of 
Kansas City is supporting the City Coun- 
cil on a proposed ordinance to make un- 
lawful the possession of radios, motor 
cars, tires, pianos and other articles on 
which the manufacturer’s serial numbers 
have been removed or defaced. Back in 
1929 this association was instrumental 
in having an ordinance passed making 
it unlawful to remove or deface such 
numbers. This ordinance was also 
passed in Kansas City, Kas. 


v 
No Radio Trade Show in 1935 


There will be no radio industry trade 
show in 1935, according to a decision 
made by the directors of RMA at a meet- 
ing in New York on September 12. The 
former annual RMA trade show was dis- 
continued in 1933 because of the sharp 
reduction in sales during the months im- 
mediately preceding the show. The ques- 





tion of holding public shows under RMA 


sponsorship or auspices will be decided 


later. 


v 


Florida Wholesalers Form 
New Association 


The Florida Electrical Wholesalers 
Association is one of the most recently 
organized local groups of electrical 
wholesalers. L. M. Robertson, president, 
Robertson Supply Co., Orlando, is the 
president of the association and R. S. 
McDonald, president, McDonald Elec- 
tric Co., Miami, is the secretary. 


v 


Southeastern Wholesalers 
Organize 


A new regional organization, the 
Southeastern Electrical Wholesalers As- 
sociation, Inc., has recently been organ- 
ized in Atlanta. Charter members in- 
clude: William Farr, Electric Supply 
Co., Asheville, N. C.; O. C. Mills, Elec- 
tric supply Co., Asheville, N. C.; J. 
M. Farrell, Carolina Electric Supply 
Co., Charlotte, N. C.; H. M. Sutherland, 
Brower Electric Supply Co., Greensboro, 
N. C.; C. Q. Mason, Greenville Textile 
Supply Co., Greenville, S. C.; E. W. 
Frye, McNish-Frye Electric Co., Nash- 
ville, Tenn.; Thos. S. Graves, Graves 
Electric Supply Co., Greenville, S. C.; 
H. L. Jackson, Economy Electric Sup- 
ply Co., Atlanta, Ga.; Paul Lambeth, 
Lambeth Electric Supply Co., Winston 
Salem, N. C.; Ben S. Weil, Mayer Elec- 
tric Supply Co., Birmingham, Ala.; Ben 
S. Gambill, Braid Electric Co., Nash- 
ville, Tenn. 

The Board of Governors consists of 
H. L. Jackson, chairman, E. W. Frye, 
H. M. Sutherland, C. Q. Mason, Ben S. 
Weil. Mr. Jackson’s address is 83 Hun- 
ter St., S. W., Atlanta. 


v 


Electricity Is Blamed for 
Four Per Cent of Fires 


Figures compiled by the Actuarial Bu- 
reau of the National Board of Fire 
Underwriters for the 10 causes having 
the largest amount of annual loss give 
a total of $369,519,807 for the year 1932. 
Of this, fires attributable to the misuse 
of electricity are stated as $14,833,942; 
or approximately four per cent. 

“Even this small percentage is too 
much,” a NEMA bulletin points out, “be- 
cause every such fire, publicly reported, 
reacts to some extent against the widest 















Conferring on Strike Problems: D. E. 
Ford, general manager, is leaning over 
the desk to discuss the latest develop- 
ments of the teamster’s strike with W. 
H. Vilett, pres. of the Northland Elec- 
tric Supply Co., Minneapolis. During 
the blockade deliveries were made via 
American Express at no _ additional 
charge. 





use of electricity and creates avoidable 
sales resistance against all electrical 
products. 


v 


Nema Opens Drive Against 
Unapproved Products 


Two fundamentally basic principles 
motivate the aggressive drive of the 
Electric Cord Manufacturers of NEMA. 
These principles are: 


1. No electrical device can possibly 
give better service than that permitted 
by the electrical cord which brings the 
current to it. 


2. Accidents occurring because of the 
use of unapproved products react against 
the interests of the industry as a whole. 


This movement against unapproved 
products aims both to benefit every divi- 
sion of the electrical industry and to 
obtain the support and cooperation of 
every thoughtful individual in it, from 
the top executives down. 


For electrical dealers it affords an op- 
portunity to cash in on higher standards; 
to lessen complaints and returned goods ; 
and by reducing appliance and lamp trou- 
bles generally lead to the sale of more 
electrical merchandise. 


For electrical contractors the cam- 
paign aims to create a greater conscious- 
ness for the need of better wiring; for 
more adequate wiring; and safety mod- 
ernization. 


It is obvious that wholesalers and man- 
ufacturers will do more business and 
more profitable business when the con- 
tractors’ and retailers’ business is stim- 
ulated. 

Electrical inspectors and _ electrical 
leagues are also given a prominent place 
in the plan. 
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PARANITE 
SAFECOTE 


QUALITY 
At No Extra Cost 




















SPECIAL NOTICE 
“WHOLESALERS” 


We invite you to visit our Detroit Plant while attend- 

ing the National Electrical Wholesalers Convention, 

October 15, 16 and 17. We can assure you a very interesting 

and educational trip due to our very modern methods of manu- 
facturing wire products. 


Arrangements for transportation can be made at our Con- 
vention Headquarters, Suite No. 2519-20 Book Cadillac 
Hotel. 


Do not fail to take advantage of this oppor- 
tunity. 


i it’s PARANITE it’s right 
PARANITE WIRE & CABLE CORP. 


4 JONESBORO, INDIANA 
Division of 


ESSEX WIRE CORPORATION - Detroit, Michigan 
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Wholesaler 


Activities 








G. E. Refrigerator Distributors 
Hold Regional Conferences 


Increased sales and advertising activi- 
ties, salesmen’s compensation and con- 
trolled retail selling were discussed at a 
series of two-day regional conferences 
of representatives of General Electric 
refrigerator distributorships, which 
opened at Nela Park, Cleveland, Sep- 
tember 10 and 11. Regional conferences 
were held in seven key cities during the 
following three weeks. 

Principal speakers at the Cleveland 
meeting and the regional conferences, 
were Walter J. Daily, sales promotion 
manager of the specialty appliance sales 
department of General Electric Co., and 
A. L. Scaife, retail sales manager of 
the department. 

v 


G. E. Supply Opens Branch in 
Reading 
A branch house has been opened at 216 
Reed St., Reading, Pa., by the General 
Electric Supply Corp. This branch will 
report to the Philadelphia house. 


v 


City Electric Takes On Stewart- 
Warner Line 


The Stewart-Warner Corp. announces 
the appointment of the City Electric Co., 
Syracuse, N. Y., as distributors for its 
line of radios and electric refrigerators. 

In commenting on this appointment, 
Frank A. Hiter, general sales manager 
of Stewart-Warner, states: “We con- 
sider the Syracuse area a key market, 
and one in which the experience and 


resourcefulness of City Electric can be 
applied to our mutual advantage. We 
look for, and have every reason to ex- 
pect, great things from Jack Isaacs and 
his able group.” 

v 


Kurzon Uses Code to Speed Up 
Collections 

With his September statements, Joseph 
Kurzon, prominent New York City 
wholesaler, enclosed a card reading as 
follows: 

“On August 23rd, 1934, the Electrical 
Wholesaler’s Code became effective. We 
are listing below some important provi- 
sions : 

CasH Discount— None to be given 
for payment after 10th of month fol- 
lowing shipment. 

RETURNED Goops— Not permitted 
after sixty (60) days. Goods returned 
within sixty (60) days without fault ot 
wholesaler shall be accepted only upon 
payment of a service charge. 

We request your cooperation in assist- 
ing us to maintain the provisions of the 
Electrical Wholesaler’s Code.” 

Mr. Kurzon reports that, as a result, 
more accounts sent in their checks this 
month on or before the 10th than in any 
previous month in the history of the 
company. 


v 


J. W. King Now With Graybar 


The Graybar Electric Co., New York 
City, announces the addition of J. W. 
King to its advertising staff. Mr. King 
has been closely associated with the elec- 
trical industry for a number of years as 








Doing Things On the Coast: 
of Westinghouse Electric Supply Co., to step out into the sunlight for a picture. 
J. R. McColm, left, is purchasing agent, then going right we see Fred G. Johnston, 
Jack Ballou, Lawrence Tynan and M. F. Hobkirk. We tried to get the titles of 
the last four fellows but they wanted to be entered as simply “overhead.” 


We were successful in getting a few of the men 


advertising manager of Edwards & Co., 
New York. His experience in the elec- 
trical wholesaling business, however, 
goes back to office boy days with the 
Moore Handley Hardware Co., Bir- 
mingham, Ala., where his father is a 
30 year man. 


v 


Massachusetts Wholesaler Opens 
Third Branch House 


The Massachusetts Gas & Electric 
Supply Co., Boston, Mass., opened their 
fourth house September 1. The new 
branch is located at 108 Exchange St., 
Malden, Mass., and is managed by Leo 
Baker. The other branches are located 
in Watertown and Lowell. 


v 


Changes at Hartford House 

Announced by G. E. Supply 

The Hartford, Conn., branch of the 
G. E. Supply Corp. has been designated 
as a main house. H. F. Rodgers is dis- 
trict supply manager and R. L. Hawks, 
district appliance sales manager. R. L. 
Sherman has been promoted to district 
operating manager, succeeding the late 
J. R. Spurr. 


Vv 
Salem Wholesaler Rebuilds 


Burned Quarters 

Deslands Supply Co., Salem, Mass., 
recently moved into their rebuilt quarters 
at 56 Lafayette St., the former building 
having been destroyed by fire. Greater 
floor space and large modern display 
counters are among the improvements of 
their new home. 


v 


Anchor Lite Holds Dealer 
Meeting 

Anchor Lite Appliance Co., Pitts- 
burgh, Pa., introduced the new Crosley 
radio line at a dealers’ meeting held at 
the Davis Theatre on August 26. The 
line was explained by officials of the fac- 
tory during the afternoon session while 
the evening was devoted to entertainment 
for the dealers and their wives. 


v 


Federal Reserve Report 
Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of July: 




















July 1934 with | gle, 
with 
Federal Reserve June | July year 
District 1934 | 1933 ago 
a cas’ o's — 20.3 |+28.6 | +57.7 
Philadelphia .... | — 5. |+42. | +31. 
San Francisco ... | ~— 7.6)+20.5 | +47.1 
pry Be Ae ck! Ee 
tlanta ......e.. | ~12.8/+858.7 | 445.7 
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General Electric House Shows 
New Lines 

The Denver branch of General Elec- 
tric Supply Corp. held a banquet for 
their dealers September 18 at the Shirley- 
Savoy Hotel. E. E. Brazier, branch 
manager, Officiated as master of cere- 
monies and introduced a number of fac-, 
tory representatives. During the evening 
the G. E. merchandise line was presented 
to 125 dealers and their salesmen. 


v 


Stern Takes on Grunow Line 

Francis E. Stern, president of Stern 
& Co., Hartford, Conn., announces that 
his company will distribute Grunow 
radios and refrigerators in the Connecti- 
cut and the central New England terri- 
tories in addition to the Zenith line. The 
combination of the two radio lines, ac- 
cording to Mr. Stern, provides the dealer 
with a complete assortment of models 
covering all price ranges. The new 25 
tube Zenith high fidelity receiver was 
presented to the trade at a large dealer 
meeting held at the Hotel Bond, Hart- 
ford, on October 1. 


v 


Royal Electric Moves to New 
Location 

Since the founding of the company in 
1926 until a short time ago, the Royal 
Electric Supply Co., Providence, R. L., 
has been located on Empire St. Greater 
space was needed so the company has 
now moved to larger quarters at 27 Broad 
St. The new location affords improved 
warehousing facilities and an attractive 
fixture display studio. 


v 


Vermont House Holds Radio 


Meeting 

On August 1, True & Blanchard Co., 
Newport, Vt., held their eighth annual 
dealer meeting. Factory representatives 
introduced the Grunow radio line to the 
dealers during the morning session, after 
which the dealers enjoyed a luncheon 
boat trip to Canada. The afternoon ses- 
sion was devoted to Grunow refrig- 
erators. 


v 


Raybro Electric Increases 
Sales Organization 

Raybro Electric Supplies, Inc., Tampa, 
Fla., has recently made changes both in 
their building and personnel. The office, 
warehouse and fixture displays have been 
remodeled and re-arranged to better 
utilize the floor space. J. A. Meier has 
been appointed sales manager and Bill 
Wood, formerly counter salesman, has 
taken over Meier’s old territory. M. O. 





Hollis, salesman, has been transferred 
from Tampa to Orlando, and Bob Liv- 
ingston is a new counter salesman. A 
new lighting fixture department has also 
been organized. 


v 


T. E. Chadwick Joins Graybar 


Thomas E. Chadwick, since 1931 a 
field representative of Kelvinator Corp. 
has accepted a position with the Graybar 
Electric Co. as. general merchandise 
manager for Cleveland, Akron and To- 
ledo. He will have charge of the mer- 
chandising of Kelvinator products and 
all other electrical appliances sold by 
Graybar in those territories. 


v 


A Wholesaler Revives 
Slow-Moving Lines 

A large distributor of automotive sup- 
plies tells how he moves those lines that 
have a way of going dead on the shelves. 
While the example he cites does not 
apply directly to any electrical line, it 
does show how easily a simple merchan- 
dising idea may be adopted to give the 
salesman an opportunity to push the line 
in a specific way. When the salesman 
can get away from generalities, results 
begin to pile up. 

What this distributor does is to pick 
four of these slow-moving lines each 
month, on which the manufacturers have 
furnished no promotional plans. He 
then develops little sales plans for each 
of them himself. These plans or cam- 
paigns need not be elaborate. He says 
to take any tried-out idea that will apply 
and which has been used successfully 
elsewhere. The trade papers of almost 
all fields are full of them and they can 
often be twisted around to fit the case 
in hand. 


One of the four lines he picked to con- 
centrate on one month was a breaking-in 
oil. This oil gives better lubrication, 
hence better compression in the motor. 
But the line had gone dead on him. 


So he gave each salesman a compres- 
sion meter. Each was required to make 
20 tests in the month on dealers’ cars. 
All cylinders of the dealer’s car were 
to be tested before and after using some 
of this oil—a job taking about 20 min- 
utes. Of course, before lubrication some 
of the cylinders would show poorer com- 
pression than others. After lubrication, 
all would be about uniform. 


This program was carried out by all 
the salesmen, which meant about a day’s 
time in the month for each. But the re- 
sult was astonishing. After this one 
month of campaigning, from practically 
no sales at all, this distributor rose to 
second place in sales among all the deal- 
ers in the United States. And long after 
the campaign there was a steady flow of 
orders for this product. 





Away Back When: This picture of the 
first three presidents of the Electrical 
Golf Association of Chicago was taken 
12 years ago. These men were among 
the past presidents of the club honored 
at a meeting held August 15 at the Edge- 
water Golf Club. Left to right, Cecil 
Hurtt of Sangamo Electric Co., J. P. 
Simonds of J. P. Simonds & Co., and 
J. H. Stackhouse of Sheridan Electro 
Units Corp. 





Personals 








C. D. Spatp has resigned from the 
sales promotion department of the Gen- 
eral Electric Supply Corp., Bridgeport, 
Conn. 

Harry OLvarp for many years with 
Manhattan Electrical Supply Co., is now 
selling for Jos. Kurzon, Inc., New York 
City. 

Nat HALPERN has joined the sales 
force of the Midtown Electric Supply 
Co., New York City. Mr. Halpern will 
handle the Silex commercial line in the 
metropolitan area. 

R. S. CrrRINCIONE will cover the met- 
ropolitan territory for Weiss-De Veau 
Co., Inc., Brooklyn, N. Y. 

MarsHALL Hawks, formerly district 
credit manager, General Electric Supply 
Corp., St. Paul, Minn., has been ap- 
pointed auditor for the north central 
district. 

A new inside man, SIDNEY KAPLAN, 
has recently been employed by Belasco 
Electric Supply Co., Chicago, Ill. 

Haw Hardware Co., Ottumwa, Iowa, 
report that C. E. YAHN is now employed 
in their credit department. 

H. E. Meyers, formerly with General 
Electric Supply Corp., is traveling north- 
ern lowa for the Van Meter Co., Cedar 
Rapids, Ia. 

General Electric Supply Corp., Den- 
ver, Colo., reports that R. A. JAcoBus 
will handle their appliance lines in that 
city. Mr. Jacobus was formerly connect- 
ed with the May Co. and the Hendrie & 
Bolthoff Mfg. & Supply Co., both of 
Denver. 
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Manufacturers’ 


News 








Waters-Genter Offers Course in 
Retail Salesmanship 

A thorough going course in retail 
salesmanship, covering the entire electri- 
cal appliance field and offered without 
charge to appliance sales forces, has been 
announced by the Waters-Genter Co., 
Minneapolis, manufacturers of the 
Toastmaster line. More than 5,000 retail 
salespeople have already enrolled in the 
course, it is reported by K. C. Gifford, 
sales manager of the domestic appliance 
division of the company. 

The course is considered unique in that 
it is supplied by the manufacturer with- 
out charge either to the salesman or his 
employer, and in that it covers the sell- 
ing of all types of electrical appliances, 
instead of concerning itself solely with 
the manufacturer’s own products. Sim- 
ilar sales courses offered in other fields 
have cost retail outlets a certain amount 
per enrollment, or have concentrated en- 
tirely on the line of the manufacturer 
giving the course. 

The course is built around a “Manual 
of Appliance Salesmanship,” prepared 
by the Business Training Corp. and is- 
sued in six parts which are mailed to 
those enrolled at intervals of two weeks. 
The manual is supplemented by confer- 
ence suggestions to be used by the heads 
of the electrical appliance departments 
in holding sales meetings with the sales- 
people enrolled. 


The course is being promoted by the 
manufacturer’s representatives and their 
wholesalers’ salesmen, so that every out- 
let handling the Toastmaster line will be 
reached. The largest single enrollment 
to date out of the 5,000 already received, 
has come from the Commonwealth Edi- 
son Co., Chicago, which has entered 109 
sales employes. 

v 


Joyce Succeeds Boucheron 
with RCA Victor 


The RCA Victor Co., Camden, N. J., 
has announced the appointment of T. F. 
Joyce as advertising and sales promotion 
manager, succeeding Pierre Boucheron 
who recently resigned from this position. 
Mr. Joyce will continue to direct the 
advertising and promotional activities of 
the RCA Radiotron Co. 


v 
Hotpoint Adds to Sales Force 


Anticipating a sharp upturn in the elec- 
tric range and hot water heater business 
this fall, the Edison General Electric Ap- 
pliance Co. is increasing its selling force 
in almost every territory. Additional 
men have already been placed in the Chi- 
cago, New York, Minneapolis, Missouri 
Valley and Atlanta sales districts. Pierre 
L. Miles, general sales manager, recently 
canvassed the entire Hotpoint organiza- 
tion for suitable men with which to build 








Better Sight Troupers: Climaxing months of intensive preparation for the 
greatest training program ever attempted by the lighting industry, five corps of 
instructors recently left Nela Park on a three months’ instruction tour that will 
take them to upwards of 60 of the largest cities of the United States, from coast 
to coast. This photograph, taken at the Cleveland airport, shows Stephen M. Litscher, 
Alston Rodgers, Mary Webber and Frank B. Lee, members of the Corps No. 5, 
which is now touring the western and Pacific Coast states. 


up the sales force. Those selected are 
now being put through a course of in- 
tensive and thorough training to fit them 
for field work. 


v 


J. J. Keith Rejoins Altorfer Bros. 


Jay J. Keith has just been appointed 
central division manager of Altorfer 
Bros. Co., Peoria, Ill. Mr. Keith was 
with the ABC Company from 1918 to 
1933. For eight years of that time he 
was located in Peoria as advertising man- 
ager and associate sales manager. The 
last six years of his connection with 
Altorfer were spent as eastern division 
sales manager with offices in New York 
City. Mr. Keith, who left the company 
in December, 1933, to accept a position 
with the Nineteen Hundred Corp., will 
again make his headquarters in Peoria. 


v 


Van Cleef Bros. to Hold 


Sales Conference 


From November 19 to 23, Van Cleef 
Bros. Chicago, manufacturers of 
“Dutch Brand” rubber and chemical 
products, will hold their annual sales 
conference at the Cleveland Hotel, 
Cleveland, Ohio. The following sales 
executives will be present at this con- 
ference: Jack Ellison, Ralph A. Foster, 
F. (Fritz) J. Keller, M. (Mike) H. 
Klinger, John W. Scott, H. D. Wexel- 
berg, Herman Wronker, Felix Van 
Cleef, Maxime Van Cleef and Noah 
Van Cleef. 

Vv 


Atwater Kent to Enter 
Refrigeration Field 

The Atwater Kent Manufacturing Co., 
Philadelphia, has developed a line of 
household electric refrigerators and ex- 
pects to have samples available for its 
distributors the latter part of this month. 
Details of the new line have not been 
announced as yet. 


Vv 
Majestic Assets to Be Liquidated 


As all efforts to reorganize the 
Grigsby-Grunow Co., Chicago, bankrupt 
manufacturers of Majestic radios and 
refrigerators, have proved unsuccessful, 
the U. S. District Court has ordered the 
trustees to accept satisfactory offers for 
any part of the assets. The process of 
liquidation was started October 1. 


v 


F. H. Peters Leaves Conover 

F. H. Peters, for the past eight years 
sales promotion manager of the Conover 
Co., Chicago, manufacturers of electric 
dishwashers, is now associated with the 
Lumber Buyers Publishing Co., 431 S. 
Dearborn St., Chicago, as vice-president 
in charge of sales. 
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Rain Couldn't Stop Them: 
the day the Chicago Electrical Golf Club met at Edgewater 
Golf Club but that didn’t interfere with the wholesalers 
having a great time. Our photographer was able to get some 


shots of a few of them. ] 
Harry Wharton, Mike Marcheski, 


It was raining a bit August 15, 


(1) A. H. Luebbe, Frank Dolan, 
Paul Oberrentter. (2) 





George Mason, William Wenrich, Jimmy Ehrhart, Clyde Fos- 
ter. (3) Mr. Eckert, Jim Toohey, R. Close. (4) Bill Doherty, 
Chas, Dubsky, Frank Murphy, Bill Weiss (5) Harold Lund- 
berg, A. R. Warner, C. A. Lundberg, D. Worrell, A. O. 
Potts, George Arras. (6) S. M. Kahn, William Marks, Law- 
rence Veit, Louis Elkins. 





Personnel Changes Announced 
by Stewart-Warner 


The Stewart-Warner Corp. announces 
the following changes in personnel. 
Frank A. Hiter, vice-president and gen- 
eral sales manager, will be in direct su- 
pervision of radio sales, assuming the 
duties of O. F. Jester, resigned. A. B. 
Dicus has been appointed sales promotion 
manager and M. H. Thompson has been 
made assistant to F. R. Cross, advertis- 
ing manager. 

v 


Chicago Headquarters Moved 
by Hygrade Sylvania 

Hygrade Sylvania Corp. announces 
the removal of its Chicago headquarters 
from 612 N. Michigan Ave. to 520 N. 
Michigan Ave. The new offices occupy 
1068 square feet of floor space, as com- 
pared with 498 at the former address. 
Personnel of the Chicago office includes 
W. C. Mahoney,- handling Sylvania tubes, 
Russell W. Metzner, representing 
Hygrade lamps, Fred H. Strayer and 
Charles Marshall of the tube equipment 
division. 

v 


ParCo Moves to Larger Quarters 

The ParCo Co., manufacturers of in- 
direct lighting equipment, have moved to 
220 Greene St., New York City. The 
new location provides larger quarters 
and added facilities. 


v 


Sales Force Increased by 
National Union 


National Union. Radio Corp., New 
York City, has added four new men to its 
field sales force. The newcomers have 





all had years of experience in the radio 
field and are well known in the territories 
which they will cover. C. Davis will 
travel Oklahoma and adjoining states 
and K. Smith will cover North and South 
Carolina, while H. Tucker will handle 
the state of Ohio and J. H. Klein will 
contact the trade in southern Texas. 


v 


Trustees to Reorganize Beardsley 
& Wolcott 
The business of the Beardsley & Wol- 
cott Co., formerly operating as a State 
receivership, is now under the jurisdic- 
tion of the United States District Court. 
Three trustees, Messrs. Brown, Phillips 
and Kelly, representing stockholder, 
banking and trade interests, have been 
appointed to reorganize and rehabilitate 
the business of the company. 


v 


Detroit Vapor Stove Acquired 
by Borg-Warner 

Borg-Warner Corp. recently an- 
nounced the acquisition of Detroit Vapor 
Stove Co. The company will operate 
strictly as an independent Borg-Warner 
subsidiary. Its management, organiza- 
tion and distributive methods will not be 
changed. 


v 


New Cleveland Manager Ap- 
pointed by Allen-Bradley 

R. J. Roy, formerly Cleveland branch 
manager for the pump and electrical de- 
partment of Fairbanks Morse & Co., was 
recently appointed district manager of 
the Cleveland office of the Allen-Bradley 
Co. Mr. Roy, a graduate of the Massa- 
chusetts Institute of Technology, has 


long been identified with the sale of elec- 
trical equipment in the Cleveland, Pitts- 
burg, and Cincinnati territories. 


v 
A. D. Walter Joins Peerless 


A. D. Walter, for many years with the 
Ohio Electric & Mfg. Co., specializing 
in the design and production of motors, 
is now with the Peerless Electric Co. 
Mr. Walter makes his headquarters at 
the company offices in Warren, Ohio. 


v 


Kelvinator Advances C. R. 
Brogan 


C. R. Brogan, for the past six months 
in charge of the Atlanta, Ga., branch of 
Kelvinator Corp., has been appointed dis- 
trict manager, with supervision over 
Kelvinator’s activities in North Carolina, 
South Carolina and Virginia. Mr. Bro- 
gan assumes a position left vacant since 
the death of J. K. McCarthy, August 14. 


v 


Gilpin Resigns from Triangle 


T. C. Gilpin resigned September 1 as 
eastern sales manager of the Triangle 
Conduit & Cable Co., Brooklyn, N. Y. 
Mr. Gilpin’s plans for the future have 
not been determined. 


v 


Florian Moves to Buffalo 


K. A. Florian, until recently New 
York representative for the National 
Stamping & Electric Works of Chicago, 
is now vice-president of the Neupert 
Mfg. Co., of Buffalo, N. Y. 
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Keyhole Finder 


Long-suffering keyhole hunters are af- 
forded relief with this “Knocker-Lite” 
keyhole finder. Hidden in the hammer 
of an artistically designed brass door 
knocker is a miniature lamp which 
throws a beam of light downward when- 
ever the knocker is raised. Despite its 
small size, the tiny lamp provides ample 
light to illuminate the keyhole, so that 
the key may be inserted with ease. In 
addition, a cheery greeting is flashed to 
guests when they call at night and, in 
the daytime, the front door is enhanced 
by the attractive brass knocker. 

The “Knocker-Lite” may be installed 
by anyone in a few minutes, and with 
ordinary use the two small batteries 
which light the lamp will rarely need 
replacing. Available in five standard fin- 
ishes, it is packed complete, less bat- 
teries, with necessary screws for installa- 
tion. The Knockerlite Co., 3292 W. 125th 
Street, Cleveland, Ohio. — Electrical 
Wholesaling, October, 1934. 


Oversize Under-floor Duct 


Oversize “Fiberduct,” for underfloor 
wiring, provides greater wiring capacity 
for such installations as the laboratories 
and shops of high schools and technical 
schools. A cross-sectional area of 5 sq. 
in. and accommodates 144 pairs of No. 22 
twisted wire. The duct is of the oval- 
top and closed-bottom type. It is supple- 
mented by a complete line of junction 





boxes, couplings, etc., similar to those 
used for the standard sizes of fibre un- 
der-floor duct. General Electric Co., 
Merchandise Dept., Bridgeport, Conn.— 
Electrical Wholesaling, October, 1934. 


"Magic" Stand Iron 


A distinctive new feature has been 
added to this 1000 watt heat-control 
speed iron. Called the “Magic Stand,” 
it consists of two legs that are thrown 
into position by a light touch of the 
thumb on a small lever on the handle. 
When the iron is lifted to use, the legs 
automatically snap back into recesses in 
the cover where they are completely 
out of the way. This model retails for 
$8.95. There is also a model listing at 
$7.95 that embodies all the other fea- 
tures except the “Magic Stand.” These 
include the exclusive “Dial of Fabrics” 


What's New 


for automatic heat control with the 
names of materials actually marked in- 
stead of the usual numbers, the “Dread- 
nought” heating unit which keeps the 
heat concentrated at the ironing surface, 
the built-in “off switch,” built-on cord 
connection, the cork handle tilted at 
“wrist-rest” angle, the full view heel 





rest. Proctor & Schwartz Electric Co., 
Philadelphia. — Electrical Wholesaling, 
October, 1934. 


Louvered Luminaire 


Totally indirect lighting is provided by 
this ceiling unit which also throws a 
very small 
amount of light 
downward for 
decorative pur- 
poses. Four alu- 
minum cylinders 
graduated in size 
form the body of 
the luminaire, 
thus creating a 
modern appear- 
ance. The cylin- 
ders are finished 
in various colors 
which show up 
clearly when the 
fixture is lighted. 
The ParCo Co., 
, , Brooklyn, N. Y. 
—Electrical Wholesaling, October, 1934. 





Streamlined Automatic lron 


This new automatic iron of stream- 
lined appearance features a thermal 
switch with an “off” position which 
makes disconnecting of attachment plug 
unnecessary. This “Moderne” iron 
weighs only 3% lbs., has a combined 
soleplate and pressure plate cast from 
duralumin and is equipped with a Cal- 
rod heating unit that is practically inde- 
structible. The new thermostat has a 
dial on which names of various mate- 
rials, such as silk, wool, etc., are so lo- 
cated that by turning indicator to proper 


name the correct ironing temperature 
for that particular type of material 
will be obtained. When this indicator 
is turned to the “off” position, the cur- 
rent is turned off, thus making it un- 
necessary to disconnect the attachment 
plug when the iron is not in use. Other 
features include: Cool, black Calmold 
handle with integral thumb-rest; double 
button-nooks which minimize cracking 
of buttons; soleplate that retains its 
natural, brilliant finish; chromeplate 
finish on all other metal parts; per- 
manently-connected 10,000-cycle cord 
with spring cord-protector, and substan- 
tial heelrest which holds iron in up- 
right position when not in use. Rating: 





1000 watts; 115-125 volts, a-c only. Gen- 
eral Electric Co., Merchandise Dept., 
Bridgeport, Conn.—Electrical Wholesal- 
ing, October, 1934. 


Entrance and Range Switch 


Designed for the new sequence wiring 
(meter-switch-fuses) the No. 2924 switch 
comprises two 60 amp. fusible dead front 
circuits for main and range, also four 30 
amp. lighting circuits Solderless ter- 
minals are provided on main and range 





terminals. Removable shield covers all 
terminals. Small sized boxes afford am- 
ple wiring space. This switch, which is 
approved for service equipment, is avail- 
able in both flush and surface types. 
Trumbull Electric Mfg. Co., Plainville, 
Conn.—Electrical Wholesaling, October, 
1934. 
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Window and Flood Lights 


Adjustable to throw light in any direc- 
tion, this show window reflector affords 
practically unlimited flexibility. Auto- 
matic focusing for various sizes of 
lamps makes it possible to secure maxi- 
mum light output. Simplicity of design 





and elimination of complicated and un- 
necessary parts are additional features. 
The indoor floodlight is equipped with 
a glass lens which reduces glare. Dust- 
proof design maintains maximum effi- 
ciency. Re-lamping is made easy by re- 
moving reflector at the back. Portable 





and screw-down bases also four color 
screens and holder are provided. Wilson 
Lighting, Inc., Chicago, Ill. — Electrical 
Wholesaling, October, 1934. 


Motor Control Equipment 


Outside dimensions of this motor 
starter are small, yet they allow ample 
room inside for making connections. 
Accessibility to all parts is easily ob- 
tained by removing the front cover-plate. 





Main contacts are of the rolling type 
and open one inch under a large volume 
of oil, insuring high are rupturing ca- 
pacity. All working parts are well oiled, 
a thin film serving as a protector against 
corrosion, 

Simultaneous operation of two sepa- 
rate circuits by a single lever or mechan- 
ically interlocked individua! operation of 





first one circuit and then the other is 
provided by a new push button control. 
Various combinations of terminals per- 
mit a variety of circuit connections. The 
case is threaded for a %” conduit con- 
nection. A guard protects the operating 
lever. On either side of the guard is a 
hole for a padlock. The Electric Con- 
troller & Mfg. Co., Cleveland, Ohio.— 
Electrical Wholesaling, October, 1934. 


Automatic Water Heater 


Efficient because of an improved insu- 
lating material, 
this 30 gallon 
heater is especi- 
ally suitable for 
domestic use. 
Outstanding fea- 
tures of the 
heater are new 
type thermostat 
for adjustable 
automatic tem- 
perature control 
and hermetically 
sealed Corox 
looped hairpin 
heating element. 
Provisions are 
made for addi- 
tion of another 
element if 
greater capacity 
is needed. Heater 
has Morocco 
krinkle finish 
which cannot 
chip or crack and 
which is bright, 
tough and easy 
to clean. Westinghouse Electric & Mfg. 
Co., East Pittsburgh, Pa—Electrical 
Wholesaling, October, 1934. 
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All-Wave Battery Receiver 


This new all-wave radio receiver is 
powered by one air cell “A” battery and 
four “B” batteries. The chassis com- 
prises a superheterodyne circuit; varia- 
ble tone control; automatic volume con- 
trol: tuning ratio of 11 to one and a 
three-gang condenser. The dial band is 
divided into four colored areas; black 
for standard; red for police, aircraft 
and amateur; green and purple for for- 
eign, commercial and domestic short- 
wave broadcasts. A light for illuminat- 
ing the dial is lighted only when a push 





button is pressed, therefore eliminating 
unnecessary drainage on the batteries. 
Two style walnut cabinets are available 
for housing the set, either a console type 
39” high x 24” wide by 1334” deep, or 
a table type 16%” high x 1354” wide x 
8%” deep. Stewart-Warner Corp., Chi- 
cago, Ill—Electrical Wholesaling, Octo- 
ber, 1934. 


Table Type Ironer 


When not being used for ironing, this 
ironer can be used as an all-steel kitchen 
table. Heat provided by ribbon-type shoe 
element, 1200 volts, held against back of 
shoe by reinforced channels. Five studs 
are electrically welded on inner face of 
shoe to insure uniformity of heat over 
entire length of shoe. Shoe support has 
three point suspension, equalized by pres- 
sure spring which assures positive align- 
ment between roll and shoe. Iron oper- 
ated by using either finger or knee 
control levers. Top finished with por- 
celain enamel treated to resist cracking, 
chipping or action of fruit acids. Baked- 
on enamel used on ironer and body and 





Mi i: le ia r - “a ats | 


legs of table. Color is cream with sun- 
tan trimming; hardware is chromed. 
Height 3114”; length 40”; width 25”. 
Westinghouse Electric & Mfg. Co., East 
Pittsburgh, Pa—Electrical Wholesaling, 
October, 1934. 


Under-floor Duct and Outlets 


This complete line of modernistic sur- 
face fittings is designed to harmonize 
with the modern trend in office furnish- 
ings. Harmony in color is made possible 








by the fact that green or chrome-plated 
outlets are available for use with various 
colored room furnishings. The line in- 
cludes duplex, two-pole, three-pole, twist- 
lock, and polarity outlets. For telephone 
wires and cables, outlets are available 
in sizes from % to 1% inches. A special 
flange for use with carpets is designed 
so that it may be easily installed without 
injury to the fabric. Outlets are avail- 
able with other Textolite or brass-housed 
heads. General Electric Co., Merchan- 
dise Dept., Bridgeport, Conn.—Electrical 
Wholesaling, October, 1934. 
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Battery Tester and Chargers 


Model CS-3126718 Tungar battery 
tester simultaneously tests all three cells 
of a six-volt storage battery. It is 
equipped with three precision-type volt- 
meters and an 0-300 amp. ammeter. 





When carbon-pile resistance is applied 
ammeter registers actual discharge from 
battery and voltmeters show condition of 
each cell. It is constructed for either 
wall mounting or portable use. Heavy 
test leads are protected by flexible rub- 
ber sheaths. 

The combined Tungar charger and 
battery rack is available in three and 
four battery models which are identical 





in construction. Each has a welded steel 
frame, two steel shelves equipped with 
flexible acid-proof rubber trays, trouble- 
free transformer, ammeter for register- 
ing rate of charge, and an “on” and “off” 
switch incorporated with the current- 
control-dial switch. A 10 amp. fuse pro- 
tects the bulb and batteries. All con- 
nections are furnished. Two square feet 
of floor space required. General Electric 
Co., Merchandise Dept., Bridgeport, 
Conn.—Electrical Wholesaling, October, 
1934 


Improved Lamp Cord 


“Zipcord” is a lamp cord with a novel 





zip construction which permits easy and 
safe separation of the conductors. The 
cord and conductors are covered with a 
heavy rubber compound. This separates 
easily when conductors are pulled apart, 
assuring perfect insulation. Since the 
wires are well insulated and easily sepa- 
rated, there is no danger of impairing 
the dielectric properties of either con- 
ductor. “Zipcord” is approved by the 
Underwriters’ Laboratories. It also meets 
the specifications of the Illuminating En- 
gineering Society for study and reading 
lamps, semi-indirect and indirect floor 
lamps. U. S. Rubber Co., New York 
City. — Electrical Wholesaling, October, 
1934. 


Sturdy Cord Set 


_ Elimination of troubles which develop 
in the usual type of cord set has been 
the manufacturer’s objective in designing 





this sturdy model. Shocks resulting from 
dropping the cord are readily absorbed 
by a soft rubber cap that envelopes the 
receptacle plug. High grade bakelite cov- 
ers the appliance plug. Cord is anchored 
into plug so there is no strain on clips 
when plug is pulled out. Stainless steel 
clips are employed which fit both flat and 
round contacts. The two halves of the 
plug are riveted together, thus doing 
away with the problem of loose screws. 
These cord sets, which are available in 
both seven and eight foot lengths, meet 
the requirements of the Underwriters’ 
and Electrical Testing Laboratories. 
Thomas A. Edison, Inc., Edicraft Divi- 
sion, West Orange, N. J.— Electrical 
Wholesaling, October, 1934. 


Hand Reel for Electric Cable 


“Reelite’ handles many lengths of 
cable which are not adequately handled 
by automatic reels. Because of this, and 
its simplicity, this hand operated reel is 








finding many uses. A number of fire de- 
partment lighting trucks are using this 
model. Floodlights are removed from 


the trucks and current is furnished them 
through the cable. The construction of 
the “Reelite” is similar to that of spring- 
type reels, but with the addition of a 
hand-winding mechanism and the elimi- 
nation of spring assembly and cable out- 
lets. Eleven sizes are available. Apple- 
ton Electric Co., 1701 Wellington Ave., 
ae, Electrical Wholesaling, October, 
1934. 


Portable Vacuum Cleaner 
for Industrial Use 


Powered by a full horse-power motor, 
this cleaner blows, vacuums and sprays. 





Clean, dry air blows or vacuums dirt 
from machinery, upholstery, etc. Attach- 
ments for spraying insecticides, paint or 
other liquids are available. Discharges 
75 cubic feet of air per minute at a 
velocity of 24,200 feet per minute. Motor 
requires no oiling and operates on 110 
or 120 volts, a. c. or d.c. The complete 
outfit, including a 20 foot cord with rub- 
ber plug, weighs 14 Ibs. Ideal Commu- 
tator Dresser Co., Sycamore, IIl.—Elec- 
trical Wholesaling, October, 1934. 


Rectigon Battery Charger 


This battery charger is an accessory 
for cars with an unusual battery drain. 
The Mercury Rectigon, a full five amp. 
charger, will replace the energy taken 
from the battery and actually tapers off 
as battery approaches full charge. Once 





installed, it is only necessary to plug in 
and turn on current to charge car bat- 
tery. Outfit may be mounted on wall or 
placed on running board to suit owner’s 
convenience. The carrying handle makes 
it easily portable. Westinghouse Electric 
& Mfg. Co., East Pittsburgh, Pa.—Elec- 
trical Wholesaling, October, 1934. 
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Direct Reading Test Oscillator 


The all-wave model 10 oscillator has 
a full visioned direct reading dial which 
permits speedy, accurate settings with- 
out reference to graphs or tables. . Eight 
arcs provide a scale length of approx- 
imately 47” covering from 90 kilocycles 
to 25 megacycles, all on fundamental 
frequencies. Attenuation is of the ladder 
type with adjustable control on high, 
medium and low steps, permitting any 
signal voltage to be obtained from 
maximum to practically zero, and af- 
fording excellent attenuation on signals 
as high as 25 megacycles. A 400 cycle 
note, approximately 35% modulated, is 
supplied by a separate modulator tube. 





The oscillator can be demodulated for 
adjusting radio receivers by the unmodu- 
lated method, and audio frequency sig- 
nal is available at panel jacks. Bat- 
tery operated, the oscillator is fully 
portable. Automobile radios may be 
tested “right at the curb” without 
lengthy extension cords; farm radios, 
ac. or d.c, present no difficulties. <A 
handsome morocco finished cast alu- 
minum case with removable back re- 
duces leakage to a minimum, and the 6 
to 1 vernier control aids in obtaining 
fine settings. Equipped with leather 
strap handle and rubber feet. Overall 
dimensions 6%” high, 9” long, 4%” 
deep. Weight, with batteries, 10 Ibs. 
Earl Webber Co., Daily News Bldg., 
Chicago, IIl.—Electrical Wholesaling, 
October, 1934. 


New Wire Insulations 


Two different insulations for electrical 
wire have been developed and applied 
by engineers of the DuPont Cellophane 
Co. and the Belden Manufacturing Co. 
The first is a method of applying cello- 
phane to magnet wire. Celenamel, as 
the new magnet wire is called, is a 
great space saver, has greatly increased 
dielectric strength, and can be furnished 
at approximately the same cost as cotton 





covered enameled wire. It cannot un- 
wrap when cut, nor open when bent at 
a sharp angle. The cellophane covering, 
sealed with a baked lacquer finish, pro- 
tects the enamel insulation against heat 
and varnish solvents. 

The second development is “Duprene,” 
to be used as a protection for automotive 
ignition cables. This rubber substitute 
has certain properties that enable it to 
resist high heats, hot oil, and the decom- 


posing effects of corona. Cable equipped 
with “Duprene” covering is not neces- 
sary for average automotive service but 





only for use in such places where heat, 
oil, and corona conditions are most 
deadly. Belden Mfg. Co., Chicago, III. 
—Electrical Wholesaling, October, 1934. 


Streamlined Cleaners 


Streamlined styling that not only pres- 
ents an attractive appearance but facili- 
tates cleaning of many of the more in- 
accessible corners of the average home, 
and “Spot-Lite” that assists in the clean- 
ing of darker locations are two of the 
outstanding features incorporated in this 
line of five new vacuum cleaners. Three 
of these models—the “Super,” “Air-Flo” 
and “Lite-Way”’—are of the motor- 
driven brush-type, the “Special,” is a 
powerful straight-suction cleaner and 





the “Tidy” is a “ceiling-to-floor” hand- 
type cleaner equipped with a deodorizer 
attachment for repelling moths and ban- 
ishing unpleasant odors. The three mo- 
tor-driven, brush-type cleaners are all 
provided with the “Spot-Lite” feature, 
nozzle and handle adjustments, and a 
new handle grip which promotes relax- 
ation and ease in guidance. Two fixed 
rear wheels on each of these models 
facilitate raising of the nozzles over 
door. sills or carpet edges. The list 
prices of the five models are $76.50, 
$59.95, $39.95, $19.95 and $17.95, respec- 
tively. General Electric Co., Merchan- 
dise Dept.—Electrical Wholesaling, Oc- 
tober, 1934. 


100 and 200 Ampere Switches 


Compactness and positive action are 
two of the main features embodied in 
these additions to the manufacturers’ 
50,000 line of switches. They are quick- 
make and break with interlocked covers 
and elevated removable bases which 
make for easier installation. Enclosures 
are much smaller than with conventional 
knife switches due to compact design of 
interior. The casing can be had in sheet 
metal, cast aluminum or cast iron, the 
latter two being dust and weather proof. 
Heating is lessened by using steel spring 
reinforcements which assure a constant 
pressure on the contacts. The 50,000 line 


now includes 230 and 575 volts a. c.; 250 
and 600 volts d. c. switches in two or 
three poles, three or four wire solid 





neutral, fusible and non-fusible. Square 
D Co., Switch and Panel Division, De- 
troit, Mich—Electrical Wholesaling, Oc- 
tober, 1934. 


Air-Cell "A" Battery with 
Ventilated Electrodes 


“Ventilated” electrodes, which expose 
greater areas to the air and so withstand 
the heavier current drain imposed by 
some of the new all-wave receivers, are 
announced as its latest improvement in 
the air-cell “A” battery. The new heavy 
drain air-cell battery is known as No. 
SA-600 special, and it permits a current 
drain of 750 milliamperes as against the 
650-milliampere capacity of the standard 
air-cell “A” battery, with a guarantee 
of 800 hours’ life. The new battery is 
priced the same as the standard. National 
Carbon Co., Inc., New York City.—Elec- 
trical Wholesaling, October, 1934. 


Lantern Bracket 


Made in one size only from cast iron, 
bronze and aluminum, this No. 465 lan- 
tern bracket is especially suitable for 





residences, bungalows, taverns, oil sta- 
tions, etc. Overall height is 15” and 
cylinder measures 4”x6”. This bracket 
takes a %” socket and is provided with 
a back plate which is easily hooked up 
and eliminates a strap, at the same time 
effectively grounding the fixture. The 
Herwig Co., 1757 Sedgwick St., Chicago, 
Ill. — Electrical Wholesaling, October, 
1934. 
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WINTER 
COMFORT 





HERE IT IS. 


The demand for fresh, clean air in which to 
work, play, eat, sleep and live creates a 
worth-while volume of profitable business for 
dealers and contractors who handle Diehl 
Exhaust Fans and Ventilating Equipment. 


Diehl offers fans of recognized merit in all 
standard sizes backed by nearly a half-cen- 
tury-old reputation. Complete warehouse 
stocks throughout the country insure prompt, 
efficient service to the trade. Attractive con- 
sumer literature and dealer helps that stimu- 
late sales are yours for the asking. 


Now is the time to push these Diehl prod- 
ucts. Write for the two newest bulletins to 
Diehl Manufacturing Company, Elizabeth- 
port, New Jersey. District Offices or Sales 
Representatives in Atlanta, Boston, Chicago, 
Cleveland, Dallas, Los Angeles, New York, 
Philadelphia, San Francisco and St. Louis. 








DIEHL MANUFACTURING COMPANY 


Electrical Division of 
THE SINGER MANUFACTURING COMPANY 
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Light-Better Sight 


operating expenses. It also reduces the 


paemen is the Keynote of Better a tangible dollar and cents saving in 


(Continued from page 12) 

of all kinds, owners, engineers and execu- 
tives are willing to listen to suggestions 
calling for modernization of their stores, 
offices and factories. Improvements in 
lighting are more readily considered 
since the need can be more easily proven 
and the results more quickly demon- 
strated. 


| The second favorable factor revolves 
around the sight meter. People have an 
inherent faith in meters. One of these 
little instruments carried into a store, 
office or factory and placed at strategic 
| points will quickly show a deficiency in 
‘light. But more than that, it will show 
this deficiency in a way that anyone can 
understand. There are no complicated 
calculations to confuse the layman and 
destroy his confidence. He sees the find- 
ings for himself and he is convinced. 


So I feel that the store, the office, and 
the factory as well as the home are going 
to respond to these tremendous educa- 
tional activities in the field of lighting 
and sight conservation which will be 
undertaken by those participating in the 
Better Light-Better Sight program. 
This response is going to take the form 
of orders for more and better lighting 
equipment. There is going to be more 
business for all of us. If we want the 
opportunity, we must accept the respon- 
sibility—the responsibility to talk Better 
Light-Better Sight with our dealers or 
other customers, to help them in turn 
to successfully promote the idea with 
every prospect, and to ourselves take an 
active part in the formation and activi- 
ties of local drive committees. In short 
we, as electrical wholesalers, owe it to 
ourselves, to the manufacturer whose 
products we sell, to the customers to 
whom we sell and to the industry of 
which we are an important part to do 
everything in our power to make this 





Better Light-Better Sight campaign the 
real success that it deserves to be. 
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Wiring Device Resale Should 
| be Based on List Value 

| (Continued from page 10) 

|od of pricing is based upon the cost 
| to the wholesalers of handling the in- 
| dividual order, this does not work out 
|in practice. The reason for this is be- 
| cause the quantity schedule, as actually 
applied, allows the best discount on 
“standard package and over” and the 
wholesaler is not reimbursed for the 
added cost of handling the extra odd 
quantity. 


Another advantage of the monetary 
basis is that it materially reduces the 
clerical work involved in the pricing 
and extension of invoices, thus effecting 





cost of preparing price book sheets, one 
wholesaler reporting a saving of two 
dollars per page on this item of ex- 
pense as a result of using a monetary 
rather than a quantity resale. 

After all, the final answer to any 
discussion such as this can be found 
only in the effect on the wholesaler’s 
profit rate. The General Electric Sup- 
ply Corp. has had a monetary wiring 
device schedule in effect in several of 
its districts for the past 12 months and 
the result has been a five per cent in- 
crease in the net profit rate on wiring 
device sales in these districts. This 
proves conclusively in my opinion, that 
wiring devices should be sold on a 
monetary and not on a quantity basis. 


v 


Wiring Device Resale Should 
be Based on Quantity 
(Continued from page 11) 


if followed on a staple commodity with 
a low selling and servicing expense, 
will show the wholesaler a very fair 
margin of profit, and a reasonable re- 
turn on his investment, plus a decided 
increase in volume. We really believe it 
is fairer and more equitable to all types 
of wholesalers in all types of commun- 
ities and, because of its simplicity, eas- 
ier to use and to persuade our distribu- 
tors to put and keep in effect than the 
present set-up. 

Bear in mind that there are many 
different types, sizes, and varieties of 
concerns operating an electrical whole- 
saling business and distributing wiring 
devices. We admit that some of them 
are desirous of keeping the present sys- 
tem. We also know that there is an- 








A Live Chicago Wholesaler: 


Leo A. 
Swartz, president, Bright Light Co., 
Chicago, is located on the northwest 
side of the city where his store is handy 
to contractors in that section and where 
parking space is always available. Mr. 
Swartz says that having his stock where 
it can be easily seen often aids in re- 
minding customers of items they need. 
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Three Mudders: These fellows thought | 


we were silly to try to get a picture in a 


drizzle. After playing in fairly heavy rain | 
all day, they probably felt sort of silly | 


themselves. On the left is J. J. Loeffler 
of U. S. Rubber Co., H. C Sheldon of 
Burndy Engineering Co., 


and R. J. | 


Young of Crannell, Nugent & Kranzer, | 


Inc., all of New York City. 





other group who, in a desire to obtain | 


the small dealer’s business, are even | 
suggesting a two-step resale, but a | 


year’s study of the problem has con- 


types, and to ourselves. 
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General Electric Now Conduct- 
ing Sixty Lighting Sales Schools 


Increased demand calls for a full line of 


ial, 


BLOW LAMPa 








2 Watt 115 Volts S14 Bulb 


¢ 1- | Finish—Clear,Sprayed Red or Yellow 
vinced us that the above suggested basis | 


is fairer to the greatest number of | 
wholesalers of the greatest number of | 


What is said to be the most intensive | 


industry-training program ever attempt- 
ed by the lighting industry is now well 
under way as 20 seasoned lighting in- 


structors of the Incandescent Lamp De- | 


partment of General Electric Co. are 
touring the country, conducting a series 
of lighting schools in more than 60 of 
the larger cities. 

Five corps of instructors, each com- 
posed of four lighting and sales promo- 
tion specialists qualified by years of 
training to render straight-from-the- 
firing-line instruction, comprise each 
corps. They will be augmented in the 
field by the staffs of the 17 territorial 
sales divisions of the Incandescent 
Lamp Department. 

An estimated five thousand engineers, 
service workers and sales people of util- 
ities and associated local interests will 
receive comprehensive instruction in the 
scientific aspects of the new Science of 
Seeing at these schools, and will learn 





how to apply this knowledge most effec- | 
tively in their lighting sales and service | 


work during and following the current 
Better Light-Better Sight activity. 
Several carloads of demonstration 
equipment, complete stage settings, and 
scientific apparatus is being routed to 


all the coast-to-coast points at which | 


the schools, 


officially designated as | 


General Electric Lighting Sales Insti- | 


tutes, will be held. 









| 
j 
4 


Ye Watt 115 Volts G10 Bulb 
Supplied in 1.0 Watt for 220 Volts 


| Seeenemenren 


% Watt 115 Volts 14% Bulb 
Supplied with Candelabra 
Screw Base Only 


OU’VE probably noticed this your- 

self. All through 1933 the demand 
for these low cost useful lamps grew 
steadily with the increasing number of 
their uses. Industrial and commercial 
users kept on finding new ways to make 
them useful. Private homes have found 
them just the thing for pilot lights for the 
cellar, attic and appliance circuits, to say 
nothing of night lights. 

All through 1934 we are advertising 
these lamps to manufacturers and indus- 
trial users in a leading national trade 
magazine. This increased demand for 
Neon Glow Lamps will make it more and 
more profitable for you to stock the full 
line and keep your stocks up to scratch. 

Neon Glow Lamps are low in first cost, 
have an unusually long life and cost next 
to nothing to operate—the half watt size 
will burn twenty-four hours a day on 115 
volts in most localities for only ten cents 
a year! There’s a size for every use, and 
all but the quarter watt size comes in 
standard base. They operate on AC or DC 
without special transformers or outside 
resistances. 

Neon Glow Lamps will make a worth- 
while addition to your catalogue this year. 
Catalogue inserts will be sent to whole- 
salers on request. Write for full particu- 
lars to: General Electric Vapor Lamp 
Company, 891 Adams St., Hoboken, N. J. 





GENERAL @ ELECTRIC 
VAPOR LAMP COMPANY 


699 Copr. 1984, General Electric Vapor Lamp Co. 
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Noma” 


CHRISTMAS LIGHTS 





You do not take 


chances when you con- 
centrate upon this great 
American-made line that 
features genuine MAZDA 
lamps and a number of exclu- 
sive improvements which 
make NOMA a line apart! 
Beautiful sets, beautifully 
packaged . . with a handsome 
profit all along the line ... 
and full co-operation for 

the wholesaler and his sales- 
men. Play ball with NOMA 
this year and make more 


money and friends! 











SPECIAL NOTICE 
—PATENT ENFORCEMENT 


Notice is hereby given that the following 
patents are the exclusive property of the 
Noma Electric Corp. All infringers will 
be immediately and vigorously prosecuted. 


No. 1,512,888—The Extra Extension which 
permits the connection of one set to another. 


No. 1,611,836—Adjustable Berry Bead en- 
ables user of set to fasten lamp and socket 
in any position desired. 


No. 1,427,489—The Straight-Line series type 
Christmas outfit with the plug on one end and 
Extension Connector at other end. With this 
device sets can be connected to form one con- 
tinuous line. 


No. 1,751,842—The Current Tap that always 
provides an open outlet. 
4 








Write regarding 1934 window display 


NOMA Electric Corp. 
524 Broadway New York City 


Have you our latest literature? 











New Publications 
INDUSTRIAL MARKETING—By John H. 
Frederick, Ph.D., Assistant Professor, 
Wharton School of Commerce, Univer- 
sity of Pennsylvania. 401 pp., 4 ill., 15 
tables. . $3.50. Prentice-Hall, Inc., 20 
Fifth Ave., New York City. The author, 


_ who has contributed a number of articles 


to ELECTRICAL WHOLESALING, covers the 
entire field of industrial marketing in a 
most thorough and comprehensive man- 
ner. Several chapters should prove of 
special interest to those wholesalers and 
wholesalers’ salesmen who sell to indus- 
trial plants. These chapters discuss the 
analysis of the industrial market, locating 
the men within a plant who influence the 
buying, buying motives of industrial pur- 
chasers, channels of distribution for 
products sold to industries, the services 
rendered by the wholesaler, methods of 
pricing, selective distribution, consigned 
stocks and other industrial marketing 
policies. 

OrFIcIAL List oF WorLD SHORT WAVE 
Rap1io STaTions—Bureau of Foreign 
and Domestic Commerce, Washington, 
D.C. 112 pp. 2maps. 25 cents. The 
first of a series of quarterly publications. 
Contains information concerning ap- 
proximately 2,400 stations throughout 
the world, arranged by frequencies. All 
short-wave broadcasters and the higher- 
powered stations in other services are 
cross indexed in a geographical list. 

NEMA Motor AND 
STANDARDS, 1934 Edition. National 
Electrical Manufacturing Association, 
155 East 44th St., New York City. 176 
pp. $2.00. Contains much new material 
and constitutes a reference work of prac- 
tical information concerning the manu- 
facture, test and performance of a.c. and 
d.c. motors and generators and motor 
generator sets.. Sections are included on 
definitions and standard mounting di- 
mensions. 

THE New ScIENCE oF LIGHTING—By 
Matthew Luckeish and Frank K. Moss. 
Incandescent Lamp Dept., General Elec- 
tric Co., Nela Park, Cleveland, O., 36 pp. 
Copies available on request. A summary 
of the results obtained by the study of 
seeing as an activity of human beings 
operating as seeing-machines, and by 
applying this new science of seeing to 
the specification of lighting. 


Vv 


A Team that can Sell Lighting 
(Continued from page 15) 
salers’ salesmen working their way in 
to a cooperative basis. I know that 
there is enough business now coming 
in, with much more in sight, to make it 
extremely worthwhile for them to do so. 
There are no wires to pull, no politics 
to work. It is simply a matter of your 
getting around when and where the 


GENERATOR ” 





He Looks Thoughtful: 


We couldn’t 
blame him for being thoughtful when we 
learned that he was working out plans 
for selling sun lamps—the day was 96 in 


the shade. The gentleman is John J. 
Moffatt, merchandise manager, north- 
west district, Westinghouse Electric 
Supply Co., Chicago. 





business originates in the manner I 
have outlined above. It is a way for 
you to get orders more easily than by 
working alone. 

There is a good old saying to the 
effect that the blind shall lead the blind. 
We of the electrical industry, manufac- 
turers, distributors, contractors and 
utilities, are not by any means blind in 
respect to the necessities and advantages 
in connection with the development of 
better standards of industrial and com- 
mercial lighting. But there is a tre- 
mendous amount of work yet to be done 
and much leaning upon one another is 
necessary to carry the burden. Each 
can contribute a different and helpful 
viewpoint. For instance, in the train- 
ing of our salesmen and field represen- 
tatives we prefer to use the representa- 
tives of the manufacturers and of the 
wholesalers as the teachers of these 
men. Their angles on the equipment 
and its technical applications are of the 
greatest value in starting these men off 
right. 

I might say that the wholesalers’ 
salesmen and lighting specialists, where 
such are employed, seem to be a little 
more backward about stepping forward 
to help us train men, than the manufac- 
turers’ representatives. Yet they have 
a different and quite necessary knowl- 
edge which would make them very 
helpful to these men, the passing along 
of which could not help but bring about 
many reciprocal advantages to them- 
selves. 

“What would I say,” I have some- 
times thought, “if a wholesaler’s sales- 
man should walk into my office with: 
‘Mr. Plankinton, the Industrial Light- 
ing Unit Manufacturers, Inc., our sup- 
plier, has made startling new develop- 
ments in its line of industrial reflectors. 
They are bound to gain greatly in- 
creased popularity here. Perhaps the 
manufacturer has explained these fea- 
tures to your men already. But we 
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wholesalers have some concrete ideas 
of our own as to the ways of present- 
ing them to the prospective buyers. I 
want to be dead sure that your fellows 
get these ideas and get them right. 
Could you give me a date when you 
could call them all in so that I could 
have a half hour with them all at 
once ?’ 

“In reply to that question, and giving 
due weight to any possible deluge of 
requests that may descend upon me, I 
will say that my answer to his question 
would be ‘yes,’ without a moment’s hesi- 
tation. Moreover, the request would 
give me great satsfaction as being evi- 
dence of the genuine interest of an ally 
of whose active aid we are really in 
need—the electrical wholesaler’s sales- 


” 


man. 
v 


3,500,000 Radio Sets 
Manufactured in 1933 


More than 3,500,000 receiving sets 
were manufactured in 1933 by the 145 
factories engaged wholly or principally 
in the manufacture of radio apparatus, 
phonographs and their accessories, ac- 
cording to a preliminary report from the 
U. S. Census of Manufactures. Valued 
at $112,279,565 at the factory, this out- 
put represented a decline in value of 40.2 
per cent from 1931. 

The 1933 production included 2,788,- 
467 regular broadcast receiving sets, 
108,452 all-wave sets, 30,092 combination 
radio-phonograph, 57,042,409 receiving 
set tubes, and only $301,436 worth of 
phonographs. Auto radio production in 
1933 was 662,645 units, valued at $12,- 
979,194, compared with a production of 
only 92,820 units valued at $2,964,209 in 
1931. 





Not Worried: 


about codes and government alphabeti- 
cal formations William C. Blaine, owner 
of the Blaine Electric Co., St. Paul, just 
smiles and lights up the old pipe with a 
“We'll see what’s going to happen,” ex- 
pression on his face. 


With all the turmoil 
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every length 


UNIFORMLY 


easy to bend... 


Fretz-Moon Rigid Conduit bends with the same ease at any point in any 
length. Because it is made from soft, ductile steel, especially made 
to Fretz-Moon specifications, and then processed by the scientifically- 
controlled “continuous process,” every bit of original ductility remains 
in the steel. 

In this unique and exclusive method of manufacture, every foot of 
metal is heated to a definite temperature for the same length of time 
—not an inch is ever over or under heated. Hence, the extraordinarily 
high ductility of Fretz-Moon Conduit and a total absence of hard or 
“burnt” spots that might cause kinks in bending. 

Electrical Supply Houses looking for a high-quality rigid conduit will 
find a profitable, easy-to-sell product in Fretz-Moon Conduit. Contractors 
who give it a fair trial usually become constant users. Write for details. 


STEEL AND TUBES, INC., CLEVELAND, OHIO 


TRETZ-MOON 


EXCLUSIVE SALES AGENTS 


R/ICG/D CONDUIT 
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SHERMAN 


FIXTURE CONNECTORS 
BAKELITE 


Actual size 
U. S. Patent No. 
1654660 






2” A PIGTAIL JOINT 
WITHOUT SOLDER OR TAPE 


One size only takes any needed wire com- 
bination. Convenient in size—fits easily into 
smallest canopies—all wire held securely by 
screw wedged in "Vee" shaped opening. 


No metal parts to cause shorts. 


BRASS 


U. S. Patent 
No. 1352032 





The Sherman Brass Fixture Connector is the 
only solderless metal connector which will 
really work as easily and safely as promised. 


The screws can't come out. Only 3 parts— 
made of heavy brass. Cannot rust and assures 
high conductivity. Only one size needed— 
fits all wires, No. 12 or smaller. 


H. B. SHERMAN MFG. CO. 
BATTLE CREEK MICHIGAN 


YAGER'S 
has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


Vy pound cans........ $0.50 ea. 

| pound cans........ 80 ea. 

5 pound cans........ 3.00 ea. 
Less by reshipper cartons. 


Ask for 
FREE SAMPLE 























Alex R. Benson Co. Inc. 
Hudson, N. Y.. 


Recent Trade Literature 

CONSOLIDATED WIRE AND ASSOCIATED 
CorPORATIONS, Peoria & Harrison Sts., 
Chicago—Catalog 44 includes listings of 
automotive cable and magnet wire, also 
a new series of antennas for both home 
and auto use, auto fillers, short-wave 
wire, insulators and antenna kits. 

NATIONAL ELEctTRIC Propucts Corp., 
Pittsburgh—Three new bulletins, issued 
in conjunction with the Better Housing 
Program, explain and give sales hints in 
regard to both the HOLC and NHA. 

S. H. Coucn Co., North Quincy, 
Mass.—Bulletin PAM-3, 8 pp., illustrat- 
ed, covers microphones, speakers and 
accessories for sound systems. 


Epison GENERAL ELEectric APPLI- 
ANCE Co., Chicago, Ill.—Catalog B-700, 
92 pp., illustrated, covers the “Edison” 
line of cooking equipment for hotels, res- 
taurants, bakeries, hospitals, public in- 
stitutions, marine galleys and clubs. 


ButtDoc ELectric Propucts Co., 
Detroit, Mich.—Catalog 34, 63 pp., illus- 
trated, describes the complete BullDog 
line of control and distribution apparatus 
including switches, panels, switchboards, 
circuit breakers, duct and bus systems. 


GENERAL ELectric Co., Merchandise 
Dept., Bridgeport, Conn.—New heating 
device catalog, 32 pp., illustrated, covers 
the 1934-1935 line of Hotpoint heating 
appliances and food mixers. Many new 
designs are included. 


VAN CueEeEF Bros., Chicago, Ill.—Four 
page bulletin describing exhibit of 
“Dutch Brand” products at A Century 
of Progress. 


HARNISCHFEGER CorP., Milwaukee— 
“The Fiftieth Year” is a handsome 84 
page book celebrating the golden anni- 
versary of this manufacturer of electrical 
machinery and portraying the achieve- 
ments of the industrial pioneers who 
founded the company. Available to ex- 
ecutives on request. 

GENERAL ELEctric LIGHTING SALES 
InstiTuTE, Nela Park, Cleveland, O.— 
“Practical Lighting Digest,” a 64 page, 
illustrated, sales manual on eye conserva- 
tion, the essentials of good lighting, and 
the selection of proper lighting equip- 
ment for commercial and industrial ap- 
plication. 

Warp Leonarp ELectric Co., Mount 
Vernon, N. Y.—Bulletin 1901, 4 pp. 
d. c. magnetic contactors 1 and 2 pole. 
Bulletin 4401, 4 pp. a. c. magnetic con- 
tactors, 2, 3, and 4 pole. 











Joun I. Pautpine, Inc., New Bed- 
ford, Mass.—Sixty-two page illustrated 
| catalog showing complete line of wiring 
| devices. Wiring diagrams and other 
| data are included. 

GENERAL CABLE Corp., 420 Lexington 
Ave., New York City. Four page bulle- 
tin describing lead encased building 
wires and cables. 





WOLVERINE 
SOLDERING 
LUGS 


*Larger Contact Area 

*More Types 

*Greater Stocks 

*Underwriters’ Listed 

*The ‘‘Wholesalers’ 
Line” 






WOLVERINE SPLICING SLEEVES 


*Greater Stocks 


*More Types 
* *Preferred by Public 
Higher Capacity Utilities 


*The “Wholesalers’ Line” 


WOLVERINE 
TUBE COMPANY 


1441 Central Avenue, Detroit 


Representatives in Principal Cities 

















Announcing! 


A NEW DIRECTORY 
of 
MANUFACTURERS’ 
AGENTS 


who ate active in the 


Electrical Field 


Contains the following 
information on over 
500 agents 

1. Firm name 

2. Address 

3. Number of salesmen 
4. Territory covered 

5. Classes of trade 


called on 
6. Lines handled 
Price $5 
Order from 


The Electrical Trade Publishing Co. 
520 N. Michigan Ave. Chicago 
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LIGHTING FIXTURES 
\\ thy, Apartme t B: tldings 
\\\ | iy, Public 
‘ah Couche 


——= Schools 


ountry Clubs 
Ww ire houses 
Residence es 
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A FIXTURE FOR EVERY 
OUTDOOR PURPOSE 


Cast Iron or Bronze 


Send for our 


Catalogue No. 30 


200 Illustrations 


7 iT 
Herwig Company 


MANUFACTURERS 
Established 1908 
1753-59 Sedgwick Street 
Chicago, Illinois, U.S.A. 





Be sure to send for a set of sheets 
showing new numbers and talk 
Herwig Fixtures on every call. 


Cash in on FHA. This line is being 
advertised to your trade in Elec- 
trical Contracting and other trade 
papers. 


















305 EAST 45 1H STREET, 
new YORK 





| Thinking About Refrigerators: 








CONNECTORS 


MNgents Every urtiere 





ok 


Sites 


Many 
refrigerators were sold this past summer 
and R. H. Grant, manager Frigidaire 
commercial sales department of the Sun- 
set Electric Co., Portland, Ore., saw to 
it that his men were among those who 
helped sell plenty of them on the coast. 





Face Evectric Mre. Co., 59 Hall St., 
Brooklyn, N. Y.—New catalog describ- 
ing the complete line of Eagle electrical 
specialties. 

ParCo Co., 220 Greene St., New York 
City—Brochure illustrating new lines of 
indirect commercial lighting units. 


Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. 
Payment in advance is required for ad- 
vertising in this column. 














Lines Available 


Representatives Wanted: Manufacturer 
of well-known make glass show window 
reflectors has opening in several terri- 
tories for representation on commission 
basis. Following among electrical whole- 
salers necessary. Address Box 101, ELec- 
TRICAL WHOLESALING, 520 N. Michigan 
Ave., Chicago, III. 


Sales Representatives Wanted: To sell 
line of wire terminals, fuses, fuse pullers, 
test lamps, etc. Write giving references 
and territory. Wiring supply agents pre- 
ferred. Address Box 104, ELEectTRICAL 
WHOLESALING, 520 N. Michigan Ave., 
Chicago, IIl. 


Position Wanted 


Sales Engineer Available: Familiar with 
all construction material, desires position 
with manufacturer. Fifteen years’ expe- 
rience covering Ohio district. Thoroughly 
reliable. Best references. Address Box 
102, EvecrricAL WHOLESALING, 520 N. 
Michigan Ave., Chicago, II. 


Lines Wanted 


Are you looking for increased sales in 
Metropolitan area? Manufacturer’s agent 
with assistant desires reputable line of 
electrical products for sale to electrical 





and radio wholesalers, utility companies. 
Valuable trade established, 15 years’ ex- | 
perience with this trade in Greater New | 
York, New York State and New Jersey. | 
Address Box 103, ELecrricAL WHOLESAL- | 
ING, 520 N. Michigan Ave., Chicago, II. 











VOGUE PYRO PENCIL 
Wood Burning 


CHRISTMAS ITEMS 
Educational Toys That Sell 


The Pyro Pencil burns into wood, cork, 
leather, etc., while the electric pencil 
(embossing) writes on anything in dif- 
ferent colors. Both are simple to oper- 
ate. Here are two Xmas items which 
come in attractive, eye-appealing 
packages. You can sell them in quan- 
tities at a profit. Retail prices—$1.25 
to $2.75. Write us for full data. 


SHERIDAN ELECTRO UNITS CORP. 
3243 S. State St. Chicago, Ill. 





VOGUE ELECTRIC PENCIL 
Embossing Pencil 








Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance 
Wires 


The Holyoke Company, Inc. 
720 Main Street, Holyoke, Mass. © = 
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Pittsburgh 


i/ Wing Diameters 4 to 
10 inches. 
Rod lengths suitable 
for all anchoring 
purposes. 


Guy 


Protectors 


Anchor Rods 
Nela Eye 
Thimbleye or Tu-Guyeye 


Straight or Bent 
Thimbleye Bolts 


Hubbard & Company 


Oakland, California — Chicago 
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626 W. Jackson Blvd. 





KWIKON 


SWIKON is more 
than a mere trade 
name—it identifies 
fittings that are actually 
easier to work with. 
True to name, Kwikon 
fittings are quickly and 
easily installed — extreme 
care in their manufacture 
insures that. 








MARK REGISTERED 


A MARK OF QUALITY 


With F.H.A. creating more 
business in all electrical 
lines, conduit fittings will 
have increased demand. 
Why not carry standard 
materials that enjoy con- 
tractor acceptance! Stock 
Kwikon products. 


NNO ISTORII ENRON 


KWIKON CO. 


CHICAGO 














BELLS — BUZZERS — 
TRANSFORMERS 


SIGNAL Bells, Buzzers and Transformers 
are widely known for high quality and low 
price. The Bells are available in 2'/2’, 
3”, 4” and 6” sizes, single and double 
coil. SIGNAL also offers a complete line 
of skeleton and weatherproof bells. Send 
for details and discounts. 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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WHOLESALERS FRIEND 
AS ALWAYS 


PLYMOUTH 
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MANUFACTURED BY TA - E oa 
PLYMOUTH RUBBER COMPANY Inc. PLYMOUTH RUBBER COMPANY. Inc 


CANTON, MASS 
CANTON, MASS. U.S.A. 














SELLING IDEAS 


e If you were going fishing would you buy a pole because you 



















wanted a nice shiny bamboo wand—or would you buy it to 
fish with? To fish with, to be sure. 


@ Turn this idea around and it applies to selling. If you 
want to interest a buyer, talk about the product in use— 
how it acts—what it does—what results are obtained— 

those are the points that buyers like to know about. 

Pick out the big idea and drive it home to the buyer. 


® Take BUSS SUPER-LAG fuses. They are made to 
give dependable protection at lowest cost. They 
accomplish this result by having a case design that 
practically eliminates the chance of poor contact in 
or about the fuse. Thus burning up of fuse cases 
or premature blowing of fuses is prevented. 







@ In addition, they have the SUPER-LAG prin- 

ciple that gives them a time-lag long enough 
to carry most of the harmless overloads that 
frequently cause ordinary fuses to blow 
needlessly. Useless shutdowns are thus 





avoided. 


© |f at any time you need sales point- 

ers on BUSS fuses, talk to the BUSS ) 
Fuse man in your territory. He will 
be glad to work with you. 





TH i BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 


A Division of the McGraw Electric Company 








